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SPORTS EQUIPMEN 


Bull’s eye! That’s what you hit every time 
you use Spot Television advertising. 


Television Division 


Edward Petry & Co., Inc. 


The Original Station 
Representative 


NEW YORK « CHICAGO « ATLANTA « BOSTON « DALLAS « DETROIT 
LOS ANGELES « SAN FRANCISCO « ST. LOUIS 
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WHEELING: ||HUJA TV MARKET 
One Station Reaching The Booming Upper Ohio Valley 
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WTRF-TV Image Series “2 
FASHIONS ve 





(SWbin Snodles 


Fashions for smart women, dy smart 
women in a market where the buying 


Rt NERA * 


habits of a// women are constantly in- 
fluenced by advertising on WIRF-TV. 
With new expansion near completion, 
the Bobbie Brooks 300 employee pay- 
roll will soar above the million dollar 
mark. BB—another growing industry 
comprising the rich, busy and boom- 
ing WTRF-TV Wheeling Market. 
Here, in a 36-county area, two million 
people with an annual spendable in- 
come over 2% billion dollars, spend 
at 7,500 retail outlets and ring up 
nearly two billion dollars yearly in 
retail sales. People who work, people 
who spend, people who find WTRF- 
TV worth looking into! 
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BELLAIRE GARMENT COMPANY, Bellaire, Ohio (ust 3 miles 
from Wheeling on the Ohio side) One of the 11 plants producing 
—_ smart, nationally famous Bobbie Brooks Fashions for Women. 





PANERA fF 6 Me 


For availabilities, call Bob ; 
Fergueon, VP ond Gen. Mars 316,000 watts NBC network color 
or Needham Smith, Sales Manager, e : ' 


ot CEdar 2-7777. 


Notional Rep., George. WHEELING 7, WEST VIRGINIA 


Hollingbery Company. 
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25 NOW IT CAN BE TOLLED | 
y . . « and if it is, the viewer’s bill for pay tv 
will add up to millions of dollars 


30 COLOR PLUS 


Commercials in multichrome sell 69 per cent more 
prospects than b&w, survey reveals 


34 IS DENNIS MENACED? 


Pulse study finds that the majority of moms give 
thumbs up to children’s video fare 


36 GIANT TAKES A STEP 


Macy fashion show on television attracts throngs 
to the huge Gotham department store 





49 TOP 100 FOR 1959 


Procter & Gamble is again the leader; 79 out of 
100 used both spot and network tv 
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7 Publisher’s Letter 47 Wall Street Report | 
Report to the readers The financial picture 


10 Letters to the Editor 


55 t R rt 
# The customers always write Spat Supe 
— Digest of national activity 
eet 
Tj 15 Tele-scope ; 
What's ahead behind the scenes 66 Audience Charts 


Who watches what 
19 Business Barometer 


Measuring the trends 


utes 73 In the Picture | 
cing 
nen. 23 Newsfront Portraits of people in the news } 


The way it happened 


39 Film Report 74 In Camera 
Round-up of news The lighter side 
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We have 


an eye for 


the ladies 





and they 
have an eye 
for us 








I: is always pleasant to learn that you are 
more appealing to women than the next man 





—and if you are a broadcaster or an adver- 
tiser it has its practical advantages. 

During the average minute of the day, for 
example, 3,932,000 women have their eye on 
the CBS Television Network—some 524,000 
more than are watching our closest competitor 
and 2,329,000 more than the third network. 
(Among young women our plurality is respec- 
tively 461,000 and 937,000.)* 

“Tais ability to catch a woman’s eye can be 
attributed in large measure to the variety and 
dramatic quality of the Network's daytime 
schedule. It presents the three most popular 
daytime programs in television, including 
AS THE WORLD TURNS and THE EDGE OF 
NIGHT, both of which recently celebrated 
their 1000th broadcast on the same day. 
Equally, such courtroom dramas as THE 
VERDICT IS YOURS and such special docu- 
mentary programs as WOMAN! seem to be 
uniquely responsive to the needs and interests 
of most women. The first has been widely 
acclaimed by bar associations for illuminat- 
ing the processes of the law, while the second 
has provided clear insights into the complex- 
ities of raising children and the recent tend- 
encies toward early marriage. 

Ip the hours when television presents pro- 
grams primarily designed to entertain and 
inform America’s housewives (10 am to 5 pm) 
the CBS Television Network now attracts 4 
per cent more of them than it did a year ago. 
And it reaches them at an 11 per cent lower 
cost per thousand than any other network." 

"TBis is why the nation’s advertisers are cur- 
rently spending 2.1 million more dollars a 
month sponsoring programs on the CBS Tele- 


vision Network than on any other. 


* Based on Nationwide Nielsen (AA) Reporis, January-April 1, and ARB January 
March data, Monday through Friday, 10. am-5 pm, *NT1, January-February 


CBS ‘Television Network 

































































You’re right at home 

The reason Television Age hits home for you 
with more key television executives is be- 
cause Television Age is ‘“‘must’”’ reading for 
the man or woman who must know it all 
about television. = 
Television Age / The Climate is Compelling 
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Letter from the Publisher 


Commercials Reprise 


Earl W. Kintner, chairman of the Federal Trade Commission, 
isn’t one to coin phrases when older ones will do. Addressing the 
annual advertising awards luncheon of the Station Representatives 
Association in New York this month, chairman Kintner found it 
necessary to quote himself, and at some length, on the general sub- 
ject of television advertising. 

His rhythm and imagery sounded curiously familiar to us, for 
the FTC chief was quoting TELEVISION AGE, the issue of April 18, 
which contained an exclusive interview with him on the general 
subject of television advertising. It is apparent, then, that Mr. 
Kintner is of the opinion that some of his answers to our questions 
bear repetition, and we agree. 

We think that certain of his answers in that interview are impor- 
tant—despite our editors’ dissatisfaction with them (they thought 
he was, at times, unnecessarily evasive). Chairman Kintner was 
asked in that interview whether he felt that other advertising media 
—magazines, newspapers, radio—were less culpable than tv in pre- 
senting deceptive advertising, a question prompted by the enormous 
publicity given to questionable television commercials. 

His answer at that time (and repeated verbatim at the SRA 
luncheon): “To say that deception in advertising has been pretty 
well restricted to television is erroneous. Despite the recent activi- 
ties by the Federal Trade Commission in policing television, the 
fact remains that many FTC actions against deceptive advertising 
are based on those that appear in printed media.” 


Deception Crosses Media Lines 

We think the above comment deserves to be studied by many 
newspaper columnists and editorial pundits. When deception in 
advertising occurs, it cuts across media lines. 

In our interview with chairman Kintner, certain issues were 
raised which were not entirely clarified by the FTC chief, much 
to the chagrin of this magazine’s editors. However, his very evasive- 
ness is probably significant, for it indicates that the commission is 
unwilling, and finds it unnecessary, to make specific and binding 
rules covering techniques in advertising. As an example, Mr. Kint- 
ner was asked how he would distinguish between a harmless artifice 
and deception. 

His answer (also quoted verbatim at the SRA luncheon) : “Gen- 
erally speaking, the commission has no objection to commercials 
that simply portray products in their best light. Our concern is 
with those representations that impart to a product virtues it does 
not have. We also are alert to unfair comparisons in which the ad- 
vertiser’s product is made to appear attractive and competing prod- 
ucts are denied the same photographic embellishment.” 

This statement of general principles seems to us fair enough. To 
ask for more would be to invite trouble. The FTC chairman be- 
lieves in self-regulation to the maximum extent possible, and he 
should be encouraged in that belief. For, as Mr. Kintner says, 
“working self-discipline eliminates the need for more law and reg- 
ulation and even the temptation of some to seek greater control 


through law and regulation.” 
hy fk 


Cordially, 














tooled 
for selling 


WGAL-TV 


No other way 
to reach 

this market so 
effectively. 
This station 
is viewed and 
respected by 
an audience 
greater than 





















the combined 
audience* 

of all other 
stations in 
this great 


MULTI-CITY 
TV MARKET 


*ARB and Nielsen 


WGAL-TV 
Channel & 


Lancaster, Pa. 
NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres. 


Representative: MEEKER 
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T-BUYING FAG PNOKON THE RATE GARD ABOUT KDKA-TV PITTSBURG 
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station. And that’s not all! 9 Strongest local programming 
all Pittsburgh TV stations! Stronger personalities to gi 
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ttsburgh TV stations—confirmed by BAR, December 1959. 5 Most first-rated news 


ows of all Pittsburgh stations!* That’s why, in Pittsburgh, NO SPOT TV CAMPAIGN 
COMPLETE WITHOUT THE WBC STATION, Ia. AD Ee 2 be Tv 


gh. area N.S.I., Feb., 1960 ; PITTSBURGH <=} 
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ee WESTINGHOUSE BROADCASTING COMPANY, INC.. Represented by Television Advertising Representatives, Inc.- === 
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a Attention \ 
/ advertisers! \ 
/ Piel’s Beer is sponsoring 
INTERPOL CALLING, 
starring Charles Korvin as 
j Inspector Paul Duval 
on New York’s WPIX, 
{ Sunday nights at 10:30. 
| Now Interpol’s story, 
which the public has been 
\ reading about in 
\ Reader’s Digest and other 
\ magazines and 
\ newspapers, comes to / 
television . . . 
\ presented by / 
Piel’s. / 
4 





Sounds 
great, Bert. Just \ 
© like you and me, 
/ INTERPOL CALLING 
| and Piel’s make a 
sure-fire selling 
| combination. And if I may 
make one small pun, 
both Duval and Piel’s / 
\ always keep their 
\ heads. . . in any 
\ situation. 7 
‘“ rd 


™~ 


‘INTERPOL CALLING’ 


the new television series that 
Bert, Harry, Blitz-Weinhard, 
Pfeiffer’s, Labatts, Miller High Life, 
Santa Fe Winery and so many 
other kinds of advertisers are 
buying, buying, buying! 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Ave. * N. Y. 22 * Plaza 5-2100 


ITC OF CANADA, LTD. 
100 University Ave. * Toronto 1, Ont. * EMpire 2-1166 


© 1960 PIEL BROS., BROOKLYN, N.Y 
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Baseball and Tv 

The extraordinarily large pick-up 
by the wire services and newspapers 
of the definitive article in the April 
Ath issue of TELEVISION AGE detailing 
the record-high investments by ad- 
vertisers in televised baseball this 
season is an impressive tribute to the 
timeliness and thoroughness of your 

editorial coverage. . . . 
Rosert E. KInTNER 
President 
National Broadcasting Co. 
New York City 


Agency Producers 

Your fine publication published a 
list of agency tv commercial pro- 
ducers in the April issue. Now I 
realize that this is a near impossible 
job to do, but your method of list- 
ing those in the top 50 markets makes 
it even worse. 

Here we are, a AAAA $5-million 
agency in Richmond, and we aren’t 
even listed. The same goes for 


| Texize’s agency, which is one of tv’s 


big spot users, Henderson & Co. in 

Greenville, S. C. The top 50 markets 

have only a limited influence on 
agency size or significance. . 

E. Manninc Rusin 

Account Supervisor 

Cargill Wilson & Acree 

Richmond, Va. 

P.S. Having been radio-tv director 

here for five years, I thought how 

I'd feel if I were Larry Kaplan, our 
radio-tv production manager. 


Following is a correct listing of 
McCann-Erickson commercial pro- 
ducers: 

New York: 

Robert Dall ’Acqua, director of tv-r 
commercial production 

Charles Powers, associate director of 
tv-r commercial production 

Jack Fenimore, tv-r commercial pro- 
ducer 

Chet Gierlach, tv-r commercial pro- 
ducer 

















Most Adult Viewers of All Cleveland 


1¥ Stations And that’s not all! Most women viewers of all Cleveland TV sta- 


tions...most local and national advertisers ofall Cleveland TV stations, too. That’s why, in Cleveland, 


no spot TV selling campaign is com- " KYW TV C] ] d 
plete without the WBC station . B \ re CVve an 


Represented by Television Advertising Representatives, Inc. (2s 


62 WESTINGHOUSE BROADCASTING COMPANY, INC. 
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FILM does the’ impossible A 





Be "3 
5 at F ‘ 
be : > 
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THE REAL McCOY! Not a background 
projection! This scene, from a 60-second 
TV film commercial, was shot, as a unit, 
skyline and all, from the roof of a Brooklyn 
hotel. It comes to viewers real as life, and 
—real importantly—at lowest possible cost. 





And so it goes—whenever you want the 

- exceptional—turn to film. For film, and film 
alone, gives you the opticals, the other 

effects, you must have for high-polish com- 

mercials .. . provides animation . . . assures 
fofoNA-Teolel-MeolaloMo\-Tul-icelilolsMinl-Maacels le Moh7-1m 






For further information, get in touch with Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd 
New York, N.Y. Chicago 1, Ill. Hollywood 38, Calif. 


or W. J. German, Inc. Agents for the sale and distribution of 
Eastman Professional Motion Picture Films, 


Fort Lee, N.J., Chicago, Illl., Hollywood, Calif. : 


PRODUCER: Gray-O’Reilly Studios 
ADVERTISING AGENCY: Young and Rubicam, Inc. 
ADVERTISER: General Cigar Company, Inc. 
PRODUCT: Robt. Burns Continental 


Reproduced from retouched 20X enlargement of original 35mm film. 








James Manilla, tv-r commercial pro- 
ducer 
Hal Mathews, tv-r commercial pro- 
ducer 
Robert Milford, tv-r commercial pro- 
ducer 
Robert Steel, tv-r commercial pro- 
ducer 
Meil Tardio, tv-r commercial pro- 
ducer 
George Weber, tv-r commercial pro- 
ducer 


John Westing, tv-r commercial pro- 


ducer 
William Workman, tv-r commercial 
producer 
California: 
Peter Spier, tv-r commercial pro- 
ducer 
John Franck, tv-r commercial pro- 
ducer 
Dick Kuepper, tv-r commercial pro- 
ducer 
Anita Casey 
McCann-Erickson Adv. (U.S.A.) 
New York City 


Constant Reader 
. .. L enjoy reading your publica- 
tion regularly, and it is one of those 
I depend upon to keep up with 

things... . 

Jack K. Carver 
Vice President and Media Director 
Doherty, Clifford, Steers & Shenfield 
New York City 


Public Service 

. I am always interested in 
analyses of what I believe to be the 
most influential mode of communica- 
tion in America today—tv. While 
the article entitled “Public-Service 
Report” is most persuasive and | 
hope a true indication that television 
will continue to fulfill its responsi- 
bilities in providing entertainment, 
I also hope that it will be a source 
of education and information to the 
American public. . . . 


Joun MarsHALL BUTLER 
U.S. Senate, Maryland 


Miller for Johnson 

Thank you very much for includ- 
ing my picture in your April 18th 
issue of the Tv Spot Report. 
Just for the record, however, I am 


Signing the contract to transfer own- 
ership of wDaF-Tv-AM Kansas City to 
Transcontinent Television are B. 
Gerald Cantor, president of National 
Theatres and Television, Inc., and 
David C. Moore, president of Trans- 
continent. The $9,750,000 sale is sub- 
ject to the customary FCC approval. 
Mr. Moore termed the purchase 
“another step in the fulfillment of 
Transcontinent’s desire to acquire the 
finest facilities with which to provide 
progressive and growing markets 
with the very best of available broad- 
casting services.” 


associate media director on only the 

S. C. Johnson account. The associate 

media director on Parliament is Don 

Harris, and the associate media di- 

rector on Yuban coffee is Bern Kan- 
"Nf 

Hat MILLer 

Vice President 

Associate Media Director 

Benton & Bowles 

New York City 


Sir Loin Half Hour 

Thank you for mentioning in your 
April 18th issue our half-hour ani- 
mated series, Sir Loin and _ the 
Dragon. Two corrections, however. 
First, you wrote we will be working 
on the second half-hour episode. We 
have completed two half-hours. Sec- 
ond, you refer to five-minute seg- 
ments of Sir Loin “originally seen 
on tv.” Sir Loin was not produced in 
five-minute segments, nor has it yet 
been screened on tv. Crusader Rabbit, 
now entering his 10th video year, is 
episodic in a cliff-hanging sort of 
way, which perhaps confused your 

research department. .. . 
R. L. Nunn 
Vice President, Merchandising 
Regis Films, Los Angeles 
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To “The American Musical Theatre,” which every week brings music to the ears of New Yorkers, 
the first week in May was one of particular note. This continuing series (produced by Channel 2, in 
cooperation with the Board of Education of the City of New York) received the Ohio State “First 
Award” for Local Programs for Children and Youth* as an “excellent presentation of a musical 
series that is both entertaining and educational.” 

At the same time, a second coveted Ohio State “First Award” was presented to WCBS-TV’s hour- 
long documentary, “Harlem: A Self-Portrait.”” The citation: “A frank insight into New York City’s 
Harlem .. . revealing the problems of the Negro in the middle of the world’s largest modern city.” 

Of three Ohio State “First Awards” given to commercial television stations, two went to CBS 
Owned WCBS-TV. . . thus underscoring anew a well-known fact. In the New York market, the 
station which serves the public interest best is the station which interests the public most . . . 


*At the 24th American Exhibition of Educational Radio and Television Programs at Ohio State University. WCB S -'V 
= 
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Will Toll Ty Be Sponsored Tv? 

Eagle Clothes, Inc., last week nearly became the first 
sponsor of a pay-television event—except it decided to call 
the deal off. The advertiser had been negotiating with 
TelePrompTer, Inc., for the right to present the return 
heavyweight championship bout in June between Floyd 
Patterson and Ingemar Johansson in 33 cities. TelePromp- 
Ter, which purchased the ancillary rights for the fight for 
$700,000, was to sell lines to Eagle in those cities (includ- 
ing Buffalo, Birmingham, Tucson), with Eagle in turn 
to own rights in those specific areas and to guarantee X 
number of dollars per market. Eagle planned to promote 
its men’s clothes in those cities but decided the operation 
was too complex, It would have been the first sponsored 
tollcast in history, and may be an indication of the way 
pay television will develop. 


Two-Way Tv for Cyanamid 

Both network and spot are being utilized this month 
by American Cyanamid Co. Its malathion insecticide is 
featured on NBC-TV’s Today show through June, while 
14 midwestern markets are running nighttime minutes and 
20’s for a weed-killer. Media supervisor Robert Palmer 
at Cunningham & Walsh, Inc., New York, noted that the 
company’s Farm Newsreel project, a quarter-hour show 
that ran in some 60 markets in 1958 for 13 weeks, has 
been shelved. Faulty promotion on the parts of some sta- 
tions was one factor behind the program’s discontinu- 
ance, he said, with money wasted on station efforts to 
promote a farm news and weather film to metropolitan 
audiences. Frank Vernon is the Cyanamid timebuyer. 


Broadcasters Measure Impact of Toll Tv 

The National Association of Broadcasters has initiated 
a before-and-after survey of the television audience in 
Etobicoke, Canada, Telemeter’s first pay-television project. 
NAB suggested the idea to the Canadian Association of 
Broadcasters, which picked it up and studied viewing 
habits of a representative sample of area residents be- 
fore the pay system was initiated. A second study will be 
made in the fall, presumably of the same homes, to see 
how the pay programs affect frequency and length of view- 
ing as well as choice of programming on free tv. 


Sweets Co. Sweetens Spot 

“We should be using spot schedules in some markets 
for Tootsie Roll ice-cream bars,” said Al Lewis, adver- 
tising manager for Sweets Co. of America. The company, 
primarily a user of network for Tootsie Rolls and other 
candies, has bought infrequent spot placements in the past. 
New minute films on the ice-cream product have been com- 
pleted for inclusion in kid-show programs. The buying 
contact is Henry Eisen at Henry Eisen Advertising Agency, 
New York. 













WHAT’S AHEAD BEHIND THE SCENES Te i C= SCO i gf 
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Stations Polled on Color Equipment 

NBC’s corporate planning unit is completing a color 
survey of affiliated stations. Such items as amount and 
kind of color equipment, as well as number and kind of 
locally originated colorcasts, are covered in the study, 
which is expected to show an increase over last year in 
station commitments to color. 


Laxative Doesn’t Relax 

Another in a continuing series of renewals was set last 
month on existing Ex-Lax schedules in about 15 markets, 
with the latest carrying the placements of minutes, 20’s and 
ID’s through the end of June. A brief hiatus is expected 
to follow, but the account will return to most of the same 
markets in late summer for another 13 weeks. Jim Kearns 
is the timebuyer at Warwick & Legler, Inc., New York. 


TPEA Elects Overseas Specialist 

John G. McCarthy, director of the United States office 
for economic affairs in Paris (holding the rank of minis- 
ter), has been elected president of the Televsion Program 
Export Association. Mr. McCarthy, who serves as United 
States representative on the committee of economic ad- 
visers to NATO, among other overseas posts, takes up his 
new duties with TPEA in New York on or about June 
15. Mr. McCarthy is well versed in distribution problems 
in foreign markets: for seven years he was vice president 
of the Motion Picture Export Association and the Motion 
Picture Association of America. 


What’s Ideal for Ideal? 

Ideal Toy Corp., an annual network advertiser via its 
sponsorship of the Macy’s Thanksgiving Parade, is look- 
ing for a second show to telecast the Sunday following 
the parade. According to Mel Helitzer, promotion direc- 
tor for Ideal, the company wants an hour, perhaps 90- 
minute, special with family appeal. So far it’s talked to 
the networks, agencies and packagers about such prop- 
erties as circuses, contests, Samuel Goldwyn’s Hans Chris- 
tian Andersen movie with Danny Kaye, and others, but 
has found nothing suitable in novelty and budget. The net- 
work activity will be in addition to the usual spot cam- 
paign. Grey Advertising Agency, Inc., New York, handles. 


Animation Is Alive in New York 

Membership of the Screen Cartoonists, Local 841, 
IATSE, has just about tripled in the past 10 years, says 
a union spokesman. In 1950 the animation union had a 
membership of just over 200 in the New York area; today 
that figure has climbed to over 600. The increase is at- 
tributed to television—specifically, to the enormous num- 
ber of animated tv commercials produced in New York. 
Of late there has also been some activity in the area of 
animated programs in New York, the union spokesman 
notes. 
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of all Boston TV stations 
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And look at these other facts about WBZ-TV! @ Most*local air personalities — more 
than any other Boston TV station. @ Most national advertisers of any Boston TV station 
— 193 compared to 148 for the second-place station. ™@ Most newscasts of any Boston TV 
station. @ Public service programming — 234 hours and 12,667 spot announcements 
contributed last year to 203 charitable projects. ™@ Largest TV share of audience.* 
B That’s why in Boston, no TV spot campaign is complete without the WBC station — 


—- WBZ-TV 


BOSTON 


w)—=(c) WESTINGHOUSE BROADCASTING COMPANY, INC.{ Television Advertising 
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104 full color animated cartoons based on 
the 104 most popular children’s records 


Now your young audience can see, as 
well as hear, their very favorite stories 
and characters. For each 6 minute ani- 
mated cartoon uses as its sound track 
the actual recording on which it is 
based. And each recording has been 
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UNITED ARTISTS ASSOCIATED, INC. - 


proved a best-seller by actual across- 
the-counter sales figures. Mel-O-Toons 
gives you top animation. Top entertain- 
ment. It’s the perfect combination for 
record ratings in the successful tradi- 
tion of POPEYE and WARNER BROS. 
CARTOONS. Write, wire or phone... 


e 
* New York, 247 Park Ave., MUrray Hill 7-7800 
: Chicago, 75 E. Wacker Drive, DEarborn 2-2030 
Dallas, 1511 Bryan Street, Riverside 7-8553 
e Los Angeles, 400 S. Beverly Dr., CRestview 6-58 
. y 











Business barometer 





Spot forged ahead again in March, the TELEVISION AGE Business Barometer survey 
indicates. 


The copyrighted study conducted by the magazine shows a gain of 13 per cent in spot 
totals in March, as compared with those in February. The gain for March 1960 
over March 1959 was 15.1 per cent. 





This compares with a gain in February of 18.2 per cent over January and a January 
drop of 10.5 per cent, 
as indicated on the 
chart on this page. 





SPOT BUSINESS 


Mar. Apr. May June July Aug. Sept. Oct. Nev. Dee 


Previous March gains over 
those in February have 
been very similar to 
that this year. March 
is traditionally an 
upbeat month for spot 
business, the Business 
Barometer survey indi- 
cates. 








In 1954, the first year of the 
TV AGE surveys, the 
gain in March spot 
billings over those in 
February was 14.2 per 
cent, in 1955 it was 
12.4 per cent, 1956 11 
per cent, 1957 11.4 
per cent, 1958 13.8 
per cent and last year 
13 per cent. 








The year-to-year gain for spot 
of 15.1 per cent for 
1960 over 1959 is not 
quite so great as it 
was in 1959 over 1958, 
when the percentage 
figure was 23. Since 
spot enjoyed a very 
good year in 1959, the 
increase in 1960 
of 15.1 per cent may 
be considered a favor- 
able one. 








Mar. up 13 per cent over Feb. 
Mar. 1960 up 15.1 per cent over Mar 


The TELEVISION AGE Business 
Barometer survey is conducted with the help of business reports from a 
representative group of stations of all classes in all sizes of markets 
across the country. Reports are sent to Dun & Bradstreet. They compile the 
percentage figures which are furnished to the editors of TV AGE. 
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For the second consecutive year! 


GN loin | 
Faby 


he 1959 Peabody Award for television 
entertainment (musical) was won by 
WGN -Television’s acclaimed series of live, 
color telecasts, “Great Music from Chicago.”* 
With Deems Taylor as commentator and such 
renowned artists as Fritz Reiner, Sir Thomas 
Beecham, Andre Kostelanetz, Howard Barlow, 
Dorothy Kirsten, Byron Janis, Woody Herman, 
Count Basie, Sarah Vaughn and many 
others —WGN-Television brought to Sunday 


night television a new breath of life. 


One year ago, WGN-Television’s “Blue Fairy” 
won the coveted Peabody Award for 

“the nation’s outstanding program for children 
in 1958" —the only Peabody Award given 


to a television station! 


Great Music from Chicago” also won 
the Radio-TV Mirror Award for the “best 


musical program in the Mid-West.” 


Awards are wonderful proof that 

devotion to excellence has paid off. But 

an equally important reward is growth in both 
audience size and audience loyalty—a direct 
result of WGN-Television's policy of quality 


programming presented with integrity. 


*Now available for syndication in your market 


WGN-TELEVISION 


441 N. Michigan Avenue - Chicago 
Quality - Integrity - Responsibility 








Ray Cullen (right), of KGNC-TV's News Department, gets processed “hot news” film from George Tiffany 














“For fast processing with quality results— 
we depend on Du Pont 930 and 9931” 


“In our business, news breaks fast,” says George Tiffany, 
Manager, Film Aide Studios, Amarillo, Texas. “Footage 
that isn’t right the first time never will be. That’s why we 
supply Du Pont Types 930 and 931 Rapid Reversal Motion 
Picture Film for all news coverage. Experience proved 
long ago that nothing else gives the cameramen the speed 
and latitude they need for consistently good results under 
difficult lighting conditions.” 

Established in 1952, Film Aide Studios provides a com- 
plete film processing service for all three local TV stations: 
KGNC-NBC, KVLL-ABC and KFDA-CBS. In addition, 
they process footage of athletic events for schools and col- 
leges within a 100-mile radius of Amarillo. “As you can 
imagine,” Mr. Tiffany continues, “we use film in large 
quantities. In an emergency, experience has proven that 
we can count on the versatility of these two films.” 


Mr. Tiffany also likes the extremely fast processing 


REG. u 5. pat. OFF 
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Better Things for Better Living . . . through Chemistry 


speeds of 930 and 931. “In our dual role as photographers 
and processors, we’re constantly rushing to meet tight dead- 
lines. Because of their super-hard emulsions, we can force 
these films through at higher temperatures, giving our 
customers even faster service.” 


If quality, dependability and service are what you want, 
there’s a DuPont film to fit your motion picture needs 
exactly. For complete data 
on Du Pont Rapid Reversal 
Types 930 and 931, plus a 
list of processors in your 
area, write: E. I. du Pont 
de Nemours & Co. (Inc.), 
Photo Products Depart- 
ment, Wilmington 98, Dela- 
ware. In Canada: Du Pont 
of Canada Limited,Toronto. 
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Profits from color begin to roll in....... page 23 
Baby-bridal cycle basis of BBDO research . . . page 23 


Executive speaks of magazine “‘corpse’’.... page 71 


Top Color Increase 
Pointing to color television as “a 
good illustration of a_ substantial 
long-range investment being con- 
verted into a profit,” John L. Burns, 
president of the Radio Corp. of 
America, two weeks ago told the best- 
attended annual stockholders’ meet- 
ing in the company’s history that 
sales of color tv sets in the first 
quarter of 1960 have shown the great- 
est increase of any quarterly period 





in tint video’s six-year existence 
40 per cent ahead of a year ago. 

Mr. Burns ascribed one important 
reason for the heightening interest in 
color to the expansion of color pro- 
gramming on both network and local 
levels. During this year’s first three 
months NBC-TV aired 245 hours of 
color—36 per cent more than in the 
comparable period of °59. Network 
programming in tint is, he stated, 
“being supplemented increasingly by 
local stations in Boston, Philadel- 
phia, Chicago, Cincinnati, Dallas, 
Los Angeles and other principal 
cities.” 

Said Mr. Burns: “The far-ranging 
advances in color television—and the 
profits now being returned—are find- 
ing an echo in other consumer-prod- 
uct areas Sales of black-and- 
white television sets are up gener- 
ally, with the 17-inch portables mak- 
ing the most spectacular rise—a gain 
of 115 per cent over last year.” 

Another “significant contributor” 
to the first-quarter sales and profit 
record set by RCA has been NBC, 
Mr. Burns declared. In the last quar- 
ter of 59 NBC’s earnings hit an all- 
time high, according to the parent 
company’s president, and in the first 
quarter of this year they have again 
“achieved record levels”—the best 
first quarter for both sales and profits 
in the network’s history. 

“In booking sales for the fall sea- 


son and in establishing its program 
schedule, NBC-TV is fully two 
months ahead of the same period 
last year,’ Mr. Burns told the 1,600 
shareholders present at the meeting. 
“Never before has the fall schedule 
taken such firm shape so far in ad- 
vance; and never before have so 
many substantial orders from major 
advertisers been obtained at such an 
early date.” 


Media Mates 

“The growth in facilities and ex- 
perience in the broadcasting industry 
in the last four decades seems to have 
encouraged greater readership in 
newspapers and magazines rather 
than, as once was direly predicted, 
their ultimate demise,” stated Donald 
H. McGannon, president of the West- 
inghouse Broadcasting Co., in an 
address at the University of Missouri 
during Journalism Week earlier this 
month. 

Stressing the common history and 
responsibility of broadcast and print 
media and calling for cooperation 
between the “two means by which we 
communicate today, electronic and 





JOHN L. BURNS 
. color, a long-range investment .. . 
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mechanical,” Mr. McGannon warned 
that “there are forces constantly at 
play that threaten the structure of 
free news distribution as we know it. 


Publishers and editors have long 
known this and maintained a con- 
stant vigilance over the freedom of 
the press. Broadcasters have come to 
know that this previous heritage is 
no less in their custody than in that 
of their brethren.” 

Noting the marked similarities be- 
tween print media and television and 
radio, the WBC chief executive found 
television the latest development in a 
direct historical line from radio pre- 
ceded by the newspaper, an out- 
growth of the town crier, who in turn 
was preceded by the ballad singer. 

“Every story on television or radio 
is page one. There really is no page 
two nor are there any jump lines,” 
Mr. McGannon pointed out. “Thus a 
minor happening as reported on tv 
or radio takes on the same aspect of 
impact as the major news story of 
the day. But these differences, con- 
cerned with method or mechanics, 
do not extend to substance. 

“Direct content comparisons can 
be made between broadcasting and 
published media. Both have enter- 
taining features, both have columns 
of comment, both have extensive fa- 
cilities of reporting news, both have, 
in fact, in their respective fashions, 
comics. And both are supported by 
advertising.” 


Boom in Children 
The baby boom of the mid-40s 
will become the bridal boom of the 
mid-’60s, according to a report com- 
piled by the marketing department 
of BBDO. From an expected 1.6 
million weddings in 1960, the bridal 
path will climb sharply up hill to a 
projected 2,450,000 marriages in 
1975. This will, in turn, stimulate a 
demand for apartments, houses, fur- 
niture, appliances, clothing, jewelry, 
automobiles and all the other items 
necessary and desirable to set up 
housekeeping. 
(Continued on page 71) 
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Compliments by the sackful! 


Across our desk come letters of honest and before have I enjoyed watching television 
sincere praise like the letter from the Navy as much.” The satisfaction of our viewers, 
wife who wrote: “‘Your station has always af- IPS as expressed by the volume and content of 
forded the finest entertainment . . . we have our mail, is more impressive, we think, 
lived in many parts of the country and never than any rating picture could be. 


Represented by 


CHANNEL 10 - COCK-OF-THE-WALK IN THE PROVIDENCE MARKET 
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Now it can be tolled 





O@Oool 





... and if it is, 


the viewers’ bill will run into 


millions of dollars 


I an expensively produced and somehow in- 
conclusive document, the Center for the Study 
of Democratic Institutions (Ford Foundation) 
recently suggested that both the tv networks and 
pay-television proponents have so obscured the 
issues involved in the pay systems that “an in- 
telligent decision has been made almost im- 
possible for millions of set owners and for the 
FCC itself.” 

One of the things which bothered the writer 
of that essay (Robert W. Horton in To Pay Or 
Not To Pay) was the blitheness and occasional 
uncertainty with which toll-tv proponents spoke 
of fees and costs and programs. “They have 


handled the matter of fees in vague and. con- 
tradictory terms and have made no comprehen- 
sive or concerted effort to produce realistic 
estimates of what the public might expect.” 
Since a wired subscription system is now a 
reality in Canada and is being projected for the 
United States, and an on-the-air system is to be 
tested in Hartford, it seems essential to present 
more precise estimates than have been generally 
circulated on fees and on costs. What is the dol- 
lar potential of pay television? What would the 
average viewer pay in a year? What would a 
toll-tv operator or franchiser net? What would 
a producer make? 


Will "Enry “Iggins and Eliza Doolittle be piped into ’omes for ’alf the price? 















These questions sidestep certain 
basic legal and moral issues which 
must be resolved by the regulatory 
and legislative arms of the Federal 
Government, but they are certainly 
pertinent to those issues. TELEVISION 
AGE, with the aid of certain confi- 
dential industry studies, and with the 
aid of the major toll-television pro- 
ponents, has made dollar estimates 
covering most of those areas. The 
most optimistic of these indicate that 
with only one-tenth of American 
television households as subscribers, 
gross annual volume could amount 
to $650 million, and net before taxes 
could amount to $197.5 million. Of 
that gross, approximately 30 per 
cent, or $195 million, would go to 
producers of features, sports events 
and other pay programs. 

And if 90 per cent of tv homes 
were paying for programs (surely an 
impossible hypothesis), gross annual 
income would reach $5 billion, of 
which $1.5 billion would go to pro- 
ducers of programs. Since the ma- 
jority of product to be offered is 
expected to be motion pictures, 
Hollywood would again be the solid- 
gold boom town of old. Theatres, 
too, would be solid—solidly boarded 
up. 

But any realistic appraisal of pay 
television hangs upon one elusive 
but crucial factor in show business: 
public acceptance. Will viewers pay ? 
With product which would be pre- 
sented on an exclusive basis (such 
match), the 
answer must be: without question. In 
competition with free tv (such as new 
movies as against old movies), the 
answer must be qualified: viewers 
will pay, provided they can afford 
it, and if the product offered is 
substantially, qualitatively different 


as a major boxing 


from what is available on free tele- 
vision. With product that is not dis- 


The magic coin box 


tinctly different from normal tv fare, 
the answer must be: never in a mil- 
lion years—never, in fact, until there 
is nothing else available. 

In brief, if a tv home has sufficient 
income, and if the product is offered 
at a reasonable price and is at the 
same time an irresistible attraction, 
that home will pay, at least on occas- 
sion, for its television programming. 

These generalizations, or reserva- 
tions, are necessary before consider- 
ing the dollar potential of the pay- 
television business. As noted above, 
it could be enormous. Those figures, 
the 
extravagant toll-television estimates 


however, are based on more 
(which in turn are based upon the 
assumption that the average sub- 


scribing family would pay approxi- 


mately $2.50 a week, or $130 a year, 


for programming). A more conserva- 
tive estimate was made recently by an 
industry organization which also 
came to the conclusion that despite 
the risks involved pay tv could be a 
profitable business (see industry esti- 
mate chart on page 29). That study 
came to the conclusion that the aver- 
age household would spend approxi- 
mately $75 a year on toll television, 
that, 


families, 


which would with 
tenth of 


annual income would be $375 mil- 


mean one- 


television gross 
lion, of which $113 million would go 
to producers. Net profit (deducting 
amortizations of equipment over five 
years and annual operating cost as 
well as franchise fee) would amount 
to $50 million with one-tenth of U.S. 





Annual profits 

as estimated by 
owners of pay 

tv systems 


per household 


5 million 
installations 
(in millions) 























Income $130 $650 

. Equipment 20* 100 
Programming 39** 195 
Operation 25 125 
Gross profit 416 230 
Franchise cost 6.50 32.5 
Net before taxes 39.50 197.5 








*$100 amortized over 5-year period 


** 30% of gross income 
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Closed-circuit theatre television operators are ready to tool up for home tv 


television homes. It should be noted 
that operating costs per household 
would decline as penetration increases. 

The industry study came to the 
conclusion that the wire systems had 
a greater immediate profit potential 
than the broadcast systems, and for 
one reason: as things stand now, an 
on-the-air pay promoter must buy 
time; if he is a broadcaster, he must 
consider his time costs. Also, it was 
found that because of direct com- 
petition with other stations in the 
same market and because of probable 
Government restrictions on the 
amount and placement of pay pro- 
grams, the broadcast systems might 
have a lower dollar revenue per 
family per year than the wire 
systems. 

But even this modest estimate can 
add up, since $75 a year multiplied 
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by 50 million television homes means 
a gross income of $3.75 billion. It 
would be reasonable to halve that 
audience, since pay saturation of tv 
homes isn’t ever likely; however, 
$1.8 billion still exceeds by far the 
amount of money invested (gross 
time billings) by television adver- 
tisers in 1959. 

The validity of these enormous 
figures depends entirely upon initial 
estimates of average family spending 
for entertainment. If sports events, 
new motion pictures and legitimate- 
theatre attractions were brought into 
the home, where it would be con- 

to watch 
would just 


venient and economical 
them, their audiences 

about double, pay tv proponents 
argue. They reason that Hollywood 
theatrical product is seen by only 
about 25 per cent of the people in 


a year, but if the product was piped 
into homes, the more sedentary and 
the more impoverished members of 
the populace would become frequent 
viewers. Parenthetically, it should be 
noted that toll television’s impact on 
the baby-sitting industry should be 
crippling, but precise figures in this 
area are not as yet available. 

A second consideration in estimat- 
ing family spending for television 
programming revolves around avail- 
ability of first-rate product. Pay pro- 
moters reason that even Hollywood’s 
current output would be enough to 
supply two to three new movies a 
week to paying viewers, and besides, 
once the system was rolling, with the 
consequent increase in volume spend- 
ing, production of features would 
increase. 

The industry study previously men- 
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tioned estimates that the average 
number of movies watched per pay-tv 
household in urban areas would 
amount to 74 a year, and that the 
average price per movie (consider- 
ing sectional differences) would be 
75 cents, or $55.50 a year per house- 
hold. Needless to say, pay-tv esti- 
mates are even higher, but both seem 
to agree that the money is available 
for movie theaters in the home. If it 
is, even with the conservative figures 
offered above, total revenue for 
movies would be close to $1.7 billion 
from urban areas only, or approxi- 
mately $500 million more than 1958 
receipts from movie admissions in all 
parts of the country. And it should 





be noted that distribution costs would 
be reduced considerably. 

The question of availability of 
first-rate product is a difficult one, 
since it involves to some degree a 
subjective qualitative judgment. 
Pieter Van Beek, assistant to the 
president of Phonevision, says that 
only one out of six features re- 
covers its production costs, and “out 
of the 200-odd films made per year 
I doubt if we could find more than 
100 to 125 suitable for pay tele- 
vision.” But pay proponents are ap- 
parently convinced that even half of 
Hollywood’s new product, in com- 
bination with special events and 


more esoteric offerings (“ballets. 


symphonies and so on,” they say 
blandly) is enough to produce a 
handsome income. 

At present, two pay systems are 
truly active: Paramount’s Telemeter 
in Etobicoke, a Toronto suburb, with 
a new, more economical wire sys- 
tem; and Zenith, which, in combina- 
tion with RKO General, is out to test 
its on-the-air system in Hartford in 
compliance with rather stringent FCC 
conditions. There are, of course, 
other toll-television firms which will 
probably enter the picture in the 
coming months. These include the 
two major closed-circuit-television 
TelePrompTer, 


theater operators: 


(Continued on page 37) 








Over-the-air 


Industry estimates of potential annual profits of pay systems 


(based upon an area of 100,000 tv homes) 


50% 


Percentage of subscribers 





30% 





Net revenue (after 
program costs ) 


Operating costs 


Gross profit 
before taxes 


Investment costs 


Wire 









program costs ) 
Operating costs 


Gross profit 
before taxes 


Investment costs 


Source: industry survey 





$3,497,000 $2,566,000 $1,608,000 $1,105,000 
2,585,100 2,085,000 1,585,200 1,335,000 
911,900 481,000 22,800 —230,000 
5,950,000 4,250,000 2,550,000 1,700,000 
Gross profit return 
as Yo of investment 15.3% 11.3% 0.9% —13.5% 
Net revenue (after 
$3,497,000 $2,566,000 $1,608,000 $1,105,000 
2,153,293 1,726,515 1,331,197 1,139,047 
1,343,707 839,485 276,803 —34,047 
6,009,750 4,366,350 2,762,800 2,042,200 
Gross profit return 
as Yo of investment 22.4% 19.2% 10.0% —1.7% 
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Hall of Fame; Sunday, April 10, 6:30-8 pm 


15% of b&w viewers would buy Hallmark cards 
27% of color viewers would buy Hallmark cards 
Persuasiveness of color over b&w, 80% 


Color plus 


Commercials 
in natural tones 
sell 69 per cent 
more prospects 


than b&w, Crosley 


survey shows 


A°” commercial will sell 69 per 
cent more prospects than the 
same commercial in black-and-white. 

That is one of the most impressive 
conclusions reached in the second col- 
or study just completed for the Cros- 
ley Broadcasting Corp. by Burke Mar- 
keting Research of Cincinnati. 

The Crosley research also showed: 

1. Color-set owners’ interest in view- 
ing is twice that of b&w-set owners. 

2. The over-all persuasiveness of 
color commercials is two-and-one-half 
times that of b&w. 

3. Commercial points recalled from 
color commercials are three times 
those from b&w. 

The first Crosley survey, reported 
exclusively in TV AGE Feb. 23, 1959, 
showed interest of color-set viewers in 
tv programs was double that of b&w. 


These facts helped spur the nationwide 
color surge reported for the last half 
of 1959. The second study was set 
up to delve deeper into color viewing, 
with particular emphasis on the im- 
pact of commercials telecast in color. 


Balanced Groups 


For the second survey an average 
group of color-set owners in the 
Cincinnati area was selected with a 
balancing group of black-and-white- 
set viewers. Care was taken to bal- 
ance the two as exactly as possible 
so that the b&w owners and the color- 
set owners came from comparable 
strata of society, many from the 
same neighborhoods, similar income 
groups, family size, education, etc. 

The survey was by the personal 
interview method and was guided by 






























standard research techniques. 

Studies were undertaken of three 
national network programs — The 
Perry Como Show, The Dinah Shore 
Show and the Hallmark Hall of 
Fame. A widely viewed local color 
program, the Ruth Lyons 50-50 Club, 
was also studied. 

Results of the study of network 
programs were combined (see Sum- 
mary of Crosley Survey Data, page 
33) to come up with over-all totals 
for b&w and color viewing which can 
be compared to reach a percentage 
of difference. Rather surprisingly, 
color came out ahead in every cate- 
gory which was tested. 

A total of 639 color viewers and 
507 black-and-white viewers was 
interviewed during the surveys of the 
three shows. 


First determination was that of the 


Perry Como Show; Wednesday, February 24, 9-10 pm est 


Persuasiveness of color over b&w, 75Y 


rating, or percentage of black-and- 
white or color sets in homes con- 
tacted that were tuned to the program 
under study. It was found that while 
only 24 per cent of the b&w sets 
were tuned to the program, 44 per 
cent of the color-set owners were 
watching. This is an 83-per-cent plus 
for color viewing, as compared with 
black-and-white. 


Difference in Use 


In the sets-in-use category there 
was less difference, only 15 per cent, 
with 54 per cent of b&w sets in use 
in the homes contacted, as compared 
with 62 per cent in the color homes. 

The share of sets-in-use showed a 
big plus for color, with 43 per cent 
of the b&w sets turned on in the 
homes contacted that were tuned to 
the test program and 71 per cent of 











16% of b&w viewers would buy Kraft products 
289 of color viewers would buy Kraft products 





the color sets. The difference is 65 


per cent. 

Biggest point in favor of color was 
that which measured the persuasive- 
ness of the color commercials shown 
during the program. Of the respond- 
ents 13 per cent of the b&w viewers 
said each commercial made them 
want to buy the product advertised, 
while 22 per cent had that favorable 
reaction when the commercial was 
shown in color. 

This is a 69-per-cent difference in 
favor of color commercials—a most 
convincing argument for the new 
medium. 

The amount of viewing also 
showed a major difference, 34 per 
cent, in favor of color-set viewers. 
While only 42 per cent of the b&w 
set owners said they watched “all of 
the show,” 60 per cent of the color 
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Dinah Shore Show; Sunday, April 3, 9-10 pm est 


29 


viewers stayed with it until the finish. 

The Como show studied was for 
Wednesday, Feb. 24, with 200 color- 
set and 190 b&w housewife viewers 
interviewed. 

Study of persuasiveness for com- 
mercials on this program was on 
Parkay margarine and Kraft spag- 
hetti dinner. For these two commer- 
cials viewers who said the sponsor’s 
message made them want to buy was 
16 per cent for b&w sets and 28 per 
cent for color sets, or an advantage 
for color of 75 per cent. 

For the two commercials the com- 
parison showed for Parkay marga- 
rine 16 per cent for color and eight 
per cent for black-and-white, an ad- 
vantage of 100 per cent, and for 
Kraft spaghetti 39 per cent for color 
and 23 per cent for b&w, a color 
plus of 69 per cent. 
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Testing commercial recall on all 
commercials on the program showed 
the following percentages: Kraft 
caramels (a b&w commercial) 43 c, 
31 b&w; Kraft mayonnaise 65 c, 49 
b&w; Cracker Barrel cheese 71 c, 
45 b&w; Parkay margarine 58 c, 38 
b&w; Miracle sandwich spread 60 c, 
41 b&w; Kraft spaghetti dinner 61 c, 
43 b&w; Kraft natural cheese slices 
58 c, 44 b&w. The average of all 
seven commercials showed a recall of 
59 per cent for color and 42 for 
b&w, and of the average of all six color 
commercials 62 per cent for color and 


44 per cent for b&w. 


Shore Show Studied 


The Dinah Shore Show for Sun- 
day, April 3, was selected for study. 
A total of 269 color and 175 b&w 


viewers, both men and women, was 


8% of b&w viewers would buy Chevrolet cars 
O 10% of color viewers would buy Chevrolet cars 


Persuasiveness of color over b&w, 25% 


interviewed. 

Commercials selected for the per- 
suasiveness study—those saying the 
messages made them want to buy— 
were for Corvair, which showed 14 
per cent of the color-set viewers giv- 
ing an afirmative answer and nine 
per cent of the b&w-set viewers. For 
OK Used Cars, 10 per cent of both 
the color-set and b&w viewers ex- 
pressed an interest in buying. This 
was the only commercial surveyed 
which showed no difference in: per- 
suasiveness between color and black- 
and-white. 

The last commercial was for the 
Chevrolet Impala, which showed six 
per cent of the color-set owners ex- 
pressing an interest in a purchase, 
as compared to five per cent of the 
b&w. The average for the three com- 
mercials was 10 per cent for color 





and eight per cent for b&w. The 
difference, then, between color and 
b&w commercials for this show was 
25 per cent. 

While this difference is relatively 
small as compared with the other 
commercials studied, it must be re- 
membered that the merchandise being 
shown is in the several-thousand- 
dollar, big-ticket category and even 
a 25-per-cent increase in effective- 
ness is important. For an audience 
of 20 million viewers this difference 
would mean 40,000 possible cus- 


tomers for new or used cars sold by 
Chevrolet dealers. 

On the basis of total recall of each 
commercial, percentages were: Cor- 
vair 67 c, 51 b&w; OK Used Cars 
64 c, 51 b&w; Chevrolet Impala 35 c, 
30 b&w. The average of the three 
commercials showed a total recollec- 
tion of 55 per cent for color and 44 
per cent for b&w. 

Study of the Hallmark Hall of 
Fame show was for Sunday, April 
10, and 170 color-set and 143 b&w- 


set viewing housewives were inter- 


viewed. 

Three commercials were studied 
for persuasiveness — the percentage 
saying the commercial made them 
want to buy. On the Hallmark chil- 
dren’s Easter card commercial 32 per 
cent of the color-set owners were 
persuaded by the commercial and 
23 per cent of the b&w viewers, a 
difference in favor of color of 39 per 
cent. For the Hallmark adult Easter 
card commercial the comparison 
showed 27 per cent for color and 10 


(Continued on page 51) 





Crosley Television Study: Color vs. Black-and-W hite 





RATING 


Network Programs Studied—The Perry Como Show, The Dinah Shore Show, Hallmark Hall 


of Fame 


B/W Sets 


Average of 3 Shows 


Color Sets % Difference 





that were tuned to test program 


SETS-IN-USE =—_ 


%o of b&w/color sets in homes contacted 





oO 


SHARE OF SETS-IN-USE 


% of b&w/color sets in homes contacted 
that were turned on during test period 





PERSUASIVENESS 


% of b&w/color sets turned on in homes 
contacted that were tuned to test program 





AMOUNT OF VIEWING 


Average % of respondents who said each 
commercial made them want to buy product 





All of show 
More than half of show 
Less than half of show 


COMMERCIAL RECALL 


Average % of respondents saying they saw: 





recalled each commercial 








Average % of respondents who correctly 


AA 


Total number of completed interviews with viewers of black-and-white sets 


color sets 


59 
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is Dennis menaced? 


I the pages of national magazines 
and newspapers, and especially in 
educational circles, television has 
been looked on as the chief bugaboo 
responsible for the fears, terrors and 
warped personalities of small chil- 
dren. Comic books, movies and even 
the stories of Hans Christian Ander- 
gen have also been indicted, but not 
with the frequency or ferocity that 
the critics of television have dis- 
played. 

In an effort to find out how par- 
ents feel about the effect of tv viewing 





QUESTION 1: Jn general, would 
you say that you are satisfied 
or dissatisfied with the kinds 
of programs available on tele- 
vision for your children? 

%o 

Satisfied 6.8 

Dissatisfied 31.4 

No Opinion 1.8 


100. | 
Total Respondents 433 


Total Responses 
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Pulse study finds 
majority of moms show 
intense interest 


in children’s tv fare 


on their children, a special survey 
was commissioned by TELEVISION AGE. 
The study, conducted by The Pulse, 
Inc., has discovered that television’s 
effect on children would seem to de- 
pend on the child and not on the pro- 
gram. Eighty per cent of the children 
in the 433 households with children 
11 or younger that were surveyed 
were reported by their mothers to 
have never been affected adversely 
by tv viewing. The remaining 20 per 
cent have produced tears and night- 
mares as a result of everything from 
Frankenstein to Romper Room. 

Although 136 mothers, or 31.4 per 
cent of the total respondents, _ in- 
dicated that they felt some dissatisfac- 
tion with the tv programs available 
for children (question 1), only 19.7 
per cent of these reported programs 
in recent months which had actually 
frightened or upset their children 
(question 2). Slightly over 80 per 
cent of the mothers said that no 
specific program had been upsetting 
in any way to their youngsters. 

The 85 mamas whose offspring had 
been bothered by one or more pro- 
grams recently mentioned such ob- 


QUESTION 2: Have there been 
any television programs on 
the air in recent months which 
have upset your children. By 
that, | mean any programs 
which have frightened them, 
kept them up at night, caused 
them to have any bad dreams 
or upset them in any way? 

% 

Find Specific Programs 
Upsetting 19.7 

Do Not Find Specific 
Programs Upsetting 80.3 


Total Responses 100. 
Total Respondents 





as Dracula, 
King Kong, Zacherley, etc. Among 
the programs which were mentioned 
was I'he Three Stooges, which was re- 
ported upsetting by 14.1 per cent of 
the affirmative respondents to ques- 
tion 2. However, under the category 
of miscellaneous children’s programs 
were such innocuous 


vious fright-inspirers 


series as 














question. 2A: (If “Yes”) Can 

you give me the names of 

these programs? 

% 

Three Stooges 14.1 
Zacherley 9.4 
Dracula 8.2 
Frankenstein 7.1 
King Kong ye! 
Godzilla 5.9 
Mummy’s Ghost 5.9 
Misc. Children’s 

Programs 22.4 
Misc. Horror Movies 15.3 
Misc. Movies 17.6 
Misc. Westerns 11.8 
Misc. Cartoons 9.4 
Misc. Mystery Shows 7.1 


Total Responses 
Total Respondents 

Finding Programs 

Upsetting 85 
*Totals over 100% due to mul- 





tiple responses. 





Romper Room, Walt Disney, Howdy 
Doody, Our Gang, Shirley Temple 
Storybook and Lassie. A large ma- 
jority of the programs mentioned as 
disturbing were in the miscellaneous 
horror movie or miscellaneous movie 
category, and many of the programs 
indicated specifically by title were 
also horror movies of feature length, 
usually shown late at night. Thus it 
would seem that programs designed 
for children and shown in the hours 
devoted to children’s programming 
are detrimental to only a_ small 
minority of the children represented 
by the 433 houscholds queried (ques- 
tion 2A). 





QUESTION 3: Are there any tele- 
vision programs which you 
encourage your children to 
watch? 

%o 

Respondents With 
Preference 

Respondents With No 


Preference 


Total Responses 
Total Respondents 








Seventy-two per cent of the re- 
spondents, on the other hand, actively 
encourage their children to watch 
specific programs (question 3). It is 
interesting to note that of the pro- 
grams mentioned (question 3A), The 
Shirley Temple Storybook is the only 
show specifically mentioned that is 
in the category of children’s pro- 
gramming. Educational and informa- 
tional programming makes up much 
of the list of encouraged programs, 
with such shows as Leonard Bern- 
stein, Twentieth Century, Our Ameri- 
can Heritage and High Road men- 
tioned by name. A total of 45.7 per 
cent of the parents who encourage 
specific viewing favored programs of 
educational, scientific or informa- 
tional format. 





question 3A: (If “Yes”) Which 
ones? 

% 
Shirley Temple Storybook 9.7 
Father Knows Best 5.2 
Leonard Bernstein 4.8 
Telephone Hour 2.6 
Men Into Space 2.6 
Twentieth Century 3.9 
American Bandstand 1.9 
Wagon Train 2.6 
Danny Thomas 1.6 
American Heritage 3.5 
High Road 2.6 
Misc. Educational 13.3 
Science Programs 5.8 
Misc. Informational 11.9 
Misc. Cartoons 8.4 
Misc. Westerns 2.3 
Misc. Comedies 5.8 
Misc. Programs 15.8 


104.3* 


Total Responses 
Total Respondents 312 
*Totals over 100% due to mul- 
tiple responses. 








Only 2.6 per cent of these parents 
stimulate their small fry to watch 
Wagon Train, the only named west- 
ern, while an additional 2.3 per cent 
encourage other western programs 
for a total of 4.9 per cent. Father 
Knows Best and The Danny Thomas 
Show have the support of 6.8 per 
cent, the only situation comedies so 
supported. 








QUESTION 4: Are there any tele- 
vision programs which you 
discourage children 
from watching (or which you 
don’t allow them to watch) ? 


your 


Respondents with 
Preference 

Respondents with No 
Preference 


Total Responses 
Total Respondents 





Other programs mentioned by 
name were T'‘he Telephone Hour, Men 
Into Space and American Bandstand. 
No mystery or adventure programs 
gained parental approval, nor did 
any specific cartoon series or chil- 
dren’s comedy program. 

Fifty-four per cent of the 433 
households have designated certain 
programs off-limits to the youngsters 
(question 4), with The Three Stooges 
the show most often discouraged or 
forbidden (question 4A). Almost 20 
per cent of these parents voted 
against the slapstick antics of the 
Stooges. 

Except for small minorities who 
ban Howdy Doody, Dennis the 


(Continued on page 45) 





question 4A: (If “Yes” ) Which 
ones? 
% 
Three Stooges 19.2 
Zacherley 6.8 
Howdy Doody 3.4 
Dennis The Menace 
Untouchables 2.1 
Love Stories 3.8 
Horror Movies 
Misc. Westerns 
Misc. Gangster- 
Murder-Violence 
Misc. Cartoons 
Misc. Programs 


Total Responses 

Total Respondents 
*Totals over 100% due to mul- 
tiple responses. 
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Giant takes a step 





Macy fashion show on tv brings throngs to huge department store 


acy’s, which habitually doesn’t 
M tell Gimbels, recently told the 
rest of New York about a new promo- 
tion, and did it via a means too long 
ignored by too many retailers with 
sales messages to impart, including 
R. H. Macy & Co. itself. 

Departing momentarily from the 
traditionalism of newspaper-only ad- 
vertising that still binds a good num- 
ber of the nation’s emporia, the giant 
department store in Gotham’s Herald 
Square turned to television to intro- 
duce a new line of inexpensive stitch- 
by-stitch copies of French and Italian 
dress imports—and used the medium 
so successfully that, when asked if 
the store plans to include tv in future 
import promotions, a top Macy execu- 
tive replied, “We’d have a hole in 
our head if we didn’t.” 

To show husbands that it’s not 
necessary to make a dash for the exit 
Dior when their wives admire a gown 
from France, Macy’s put on “a fash- 


ion show with its feet on the ground” 
over wrca-Tv New York last March 
13; titled Fashion Is News, the pro- 
gram was aired in color from 10:30 
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to 11 on a Sunday night and included 
a “down-to-earth” host, Dave Garro- 
way. 

The show stressed high style at low 
prices in its display of imports from 
the most famous of the Continental 
couturiers and its emphasis on the 
line-for-line copies that the average 
housewife or working girl can buy at 
Macy’s. Host Garroway acquainted 
the clothes-conscious ladies and their 
budget-conscious spouses within the 
WRCA-TV signal with the “facts of life” 
about European fashions while ex- 
plaining at the same time how they 
are copied line for line to fit a 
streamlined purse. 

Latest Creations 


Actress Dina Merrill was also on 
hand for Fashion Is News to intro- 
duce a parade of models as they ex- 
hibited the latest spring creations of 
designers like Balenciaga, Givenchy, 
Lanvin-Castillo, Dior, Capucci, Nina 
Ricci and Pierre Cardin. Viewers 
were asked to see if they could tell 
the difference between a $1,200 origi- 
nal and the $39 copy available at 
Macy’s. 


The half-hour was actually a free 
ride for the department store, inas- 
much as the program was sponsored 
by Alpine cigarettes. But that fact did 
not alter the end result for Macy’s: 
next-day sales that were, according 
to John A. Blum, the store’s senior 
vice president, “fabulous.” 

Unit sales on the import dress 
copies showed an increase of almost 
triple the previous year’s figure, 
after only one day of selling. On the 
Monday following the telecast “the 
activity was tremendous,” said Mr. 
Blum, adding, “I have never seen 
anything like it.” 

The tv fashion display “was so well 
noted the 
Macy executive, that the store would 


conceived and received,” 


have been happy with results if the 
show had not helped to sell one addi- 
tional item. “The program imparted 
to viewers an outstanding message 
about Macy’s and fashion that 
clicked,” he said. 

Mr. Blum detailed his reaction to 
Fashion Is News in a letter to James 
J. Barry, manager, wRCA-TV sales: “It 


(Continued on page 50) 


















Toll (Continued from page 29) 


Inc. (which recently invested in some 
community antenna systems in New 
Mexico and Wyoming), and Theater 
Network Television, Inc. Matty Fox’s 
Skiatron of America, TeleGlobe and 
Blonder-Tongue Labs are already 
deeply committed to their respective 
systems. 

It is still too early to gauge the 
success or failure of Telemeter’s 
Canadian operation, since it will take 
a year or more for the novelty value 
to wear off. However, Etobicoke resi- 
dents are paying money (approxi- 
mately a dollar an offering) for 
first-run movies in a market which 
has five free tv channels, three of 
which are Buffalo, N.Y., stations. 

This project is being operated by a 
division of Famous Players Canadian 
Corp., a Paramount subsidiary which 
is one of the largest theatre opera- 
tions in Canada. But Telemeter (as 
well as Zenith) plans to sell fran- 
chises for territories in the future 
and allow the holder to make neces- 
sary facilities and program arrange- 
ments and investments. These: com- 
panies would receive a small per- 
centage of the franchiser’s gross and 
would sell to him at cost necessary 
encoders, decoders and other pat- 
ented equipment. 


Program Source 


But neither Telemeter nor Zenith 
plans to sit back and simply draw in 
a percentage of gross revenue from 
franchise holders. Each is out to 
establish itself as a programming 
source for pay television—Telemeter, 
through Telemeter Program Co., and 
Zenith, through Television Entertain- 
ment Co. Franchise holders would 
pay for this product in the same 
manner as they would pay for Holly- 
wood features—30-35 percent of the 
gross. (TECO, incidentally, is not a 
subsidiary of Zenith. Spokesmen say 
it is under contract to develop pay tv 
commercially: it gets the actual per- 
centages of gross revenue from fran- 
chisers and pays a percentage of that 
to Zenith, which sells the equipment 
and holds the patents for Phone- 
vision. ) 

Telemeter’s start with a wired pay 


system was made economically pos- 
sible by the development, with Jer- 
rold Electronics Corp., of a high- 
level voltage amplifier which is said 
to reduce capital outlay by 20 per 
cent and maintenance costs by 50 
per cent. Three pay circuits on one 
cable (coming in on a vacant channel 
on the receiver) can be offered to 
viewers, who unlock the image 
simply by paying the required 
amount of money asked for either 
channel A, B or C on a given day. 
The only fixed fee to subscribers’ is 
an initial five-dollar 
charge. 


installation 


Original Costs 


According to a Telemeter spokes- 
man, a franchise holder could set 
himself up in business at a cost of 
approximately $100 a home (which 
is said to cover installation of the 
unit, cost of studio and wiring, pro- 
vided volume is sufficiently high). 
This spokesman feels that a fran- 
chiser would spend approximately 
$1 million to start operations with a 
10,000-home base, and would gross 
that much in one year, since Tele- 
meter thinks the average family 
would spend two dollars a week for 
pay programming. Obviously, ad- 
ministration, maintenance, program 
costs and franchise fees, must be 
deducted from that gross. However, 
an investment in one four-walled, 
hard-top theater would run from 
$400-$500 a seat, he points out. 

Louis A. Novins, president of Tele- 
meter, is ready to bring his wired 
pay system to the United States 
within the year. The company says 
it already has more than 120 fran- 
chise applications pending and has 
already chosen at least five areas to 
introduce wired toll tv. It says it is 
also ready with an on-the-air pay 
system which is compatible with its 
wire technique. Some of the outlying 
suburbs of New York City have been 
suggested as possible areas for de- 
velopment by Telemeter, and Henry 
Grifing, president of Video Inde- 
pendent Theatres Corp. and pioneer 
in an ill-fated pay venture in Bartles- 
ville, Okla., in 1957, is out to obtain 
a Telemeter franchise in the south- 
west, convinced that it has found the 
key to success in its coinbox. 


One last word about the wire sys- 
tems: they are not as yet under Gov- 
ernment control as are the air sys- 
tems, but it would be rash to assume 
that they will be free of Government 
regulation for long. 

The Zenith-RKO General on-the- 
air experiment will not be a reality 
for approximately a year from now, 
since FCC approval is not expected 
until next January. In a sense, this 
experiment (which is restricted to a 
three-year test) is of greater interest 
to broadcasters than is the wire proj- 
ect, for it involves use of a com- 
mercial station (wHcT Hartford, 
channel 18) and is under Federal 
regulation. Also, it is to be conducted 
in a market which has three network 
afhliated stations and is to be financed 
by a company which has substantial 
free television holdings: wor-tv New 
York, wnac-Tv Boston, KHJ-TV Los 
Angeles, part of CKLw-tv Windsor- 
Detroit and wHBQ-tv Memphis. 

RKO General will be investing at 
least $10 million in the test as the 
franchise holder in the Hartford mar- 
ket. However, WHCT, as is necessary 
under FCC rules, will broadcast pay 
programs only a few hours a day 
and will continue to carry sponsored 
and sustaining programs just like 
any other station. Its agreement with 
Zenith, which will supply decoders 
and other equipment at a unit cost 
of approximately $100, provides that 
the station will begin its pay opera- 
tion when 2,000 subscribers are 


signed up. RKO General also has 





The Extraordinary Murrays 

Kathryn Murray’s lively story, 
My Husband Arthur Murray, which 
first appeared in The Saturday Eve- 
ning Post, is now out in book form 
under the imprint of Simon & Schus- 
ter. Mrs. Murray and her collabo- 
rator, Betty Hoffman, have turned 
out an interesting and most readable 
tale of the lives of America’s famous 
dancing-school proprietors. How the 
dancing-school idea was born and 
how it prospered are only a part of 
the plot, however, since both Arthur 
and Kathryn Murray are interesting 
and talented people whose diverse 
abilities have led them into many 
endeavors. 
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options for Zenith franchises in other 
markets, and in no case is allowed 
to serve more than 20 per cent of 
the nation’s tv audience. 

Under the agreement, Zenith will 
not collect a franchise fee for the 
first two years of operation, but after 
that will collect five per cent of the 
gross revenue. It’s understood that 
the contract can be terminated if 
RKO General fails to sign up 50,000 
customers in the Hartford market. 

Mr. Van Beek, Phonevision execu- 
tive, is optimistic about the Hartford 
“Without 
says, “we can count on signing up 


experiment. doubt,” he 
20-28 per cent of the audience as 
subscribers, and after we’re in busi- 
another 20 


per cent. We anticipate that eventu- 


ness we can count on 
ally we'll have 45-50 per cent of all 
tv families.” 

Costs and anticipated revenue of 
Zenith’s system vary slightly from 
Telemeter’s. In Mr. Beek’s 


opinion, costs are higher (at least 


Van 


$100 a home) but so is income (aver- 
age family is expected to pay $2.50 
a week as compared to Telemeter’s 
$2 a week estimate). 

In the Hartford area, according to 
a recent American Research Bureau 
report, WHCT’S uhf tv home potential 
is 226,600. If one-quarter of these 
homes were to be signed up as sub- 
scribers, it would appear as though 
RKO General would be in business, 
since 56,850 homes paying $130 a 
year would result in a gross income 
of $7,370,500. 

It cannot be 
strongly that these revenue figures : 





emphasized too 
are based upon unknown psychologi- 
cal reactions of paying customers 
who have been accustomed to free 
programming. It would appear that 
a pay-television can 
make money programming just a few 


entrepreneur 


hours a day for a relatively small 
fraction of the total television audi- 
ence. His audience aims should not 
be misconstrued: he is out to make 
money by appealing to the largest 
possible audience for the best pos- 
sible price. He has to, since the 
enormous investment he must make 
would not be returned by balleto- 
manes, scattered groups of concert 
goers and a few lecture halls full of 





foreign-affairs specialists. 
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Film Report 


SPOOF SELL 

Wilbur Streech Productions has 
completed five 20-second commer- 
cials for a client new to television, 
each of which manages to combine 
comedy with sell. 

The commercials were made for 
Eagle Pencil Co., which is introduc- 
ing its new Eagle Stickpen in several 
major markets. The agency is Shal- 
ler-Rubin Co., also a stranger to tv. 
But the 20-second messages exhibit 
an intimate acquaintance with the 
medium: each is a satire on well- 
known commercial techniques (the 
unshaven ballplayer, the thinking 
man, the torture machines of the 
headache remedies, demonstrations of 
brand X, etc.). 

Comic Milt Kamen is the pro- 
tagonist in the five commercials, 
which, according to Michael Kraft, 
vice president of the production 
house, were shot in two days—three 





From l. to r. commercial satirists Milt 
Shaller, president, Shaller-Rubin Co.; 
Milt Kamen, comic, and Al Magid, 
ad director, Eagle Pencil Co, 


in one day and two on the next. They 
were created by Shaller-Rubin’s pro- 
ducer-writer Jack Silverman, who 
was once in the legitimate theatre as 
an actor and director. 

The original storyboards were re- 
worked in the shooting stages, with 
heavy coming from Mr. 
Kamen, Wilbur Streech, the agency 
and the client. “We were in on the 


assists 





Ee Cee 


ge Target, which has been 
in syndication since 1958, ap- 
parently has lost none of its effective- 
ness as a sales vehicle for many local 
sponsors. The most recent example 
of how age doesn’t necessarily dimin- 
ish vitality comes from an advertiser 
in upstate New York, who encount- 
ered distribution problems and 
solved them with the aid of that pro- 
gram and an aggressive merchandis- 
ing-minded station. 

The station is wast Albany, and 
the advertiser is Ventre Packing Co. 
of Syracuse, manufacturers of En- 
rico’s food products. The sponsor 
had found that new products were 
forcing their way into the Albany- 
Troy-Schenectady market, endanger- 
ing a tremendous 90-per-cent distri- 
bution figure for its spaghetti sauce. 
Pressure was brought to bear by 
local distributors on both the manu- 
facturer and its agency, Osborn & 
Probst Advertising, Syracuse. 

A decision was made to sign a 52- 
week contract for the Adolph Men- 
jou-hosted Target, and a search was 
initiated for the right station in the 





three-station market and the right 
time period. wast, which was willing 
to open the 10:30 p.m. Thursday- 

(Continued on page 48) 





creative end as heavily as we've ever 
been,” says Mr. Kraft, “but we've 
often done such work, especially for 
the smaller agencies, and have on 
occasion developed storyboards for 
them.” Eagle’s Stickpen was intro- 
duced in the New York market this 
month and will be promoted in other 
key markets in the near future. 


PROGRAMS... 

David Wolper will produce six 

more hour-long documentaries simi- 
lar to The Race for Space. The first 
of these will be The American 
Woman in the Twentieth Century, 
filming on which has gotten under 
way under the direction of Jack 
Haley Jr. . . . California National 
Productions will begin syndication 
of RCMP, series based on the Royal 
Canadian Mounted Police, and pro- 
duced by Crawley Films and the 
Canadian Broadcasting Corp. 
The First Ward, pilot for a series 
set in the early 1900s in Chicago, is 
being prepared by producer John 
Bash for the Joe Bleeden-Sheldon 
Davis organization. 

Production gets under way this 
month in Munich, Germany, on a 
series of 39 half-hours dramatizing 
true stories of escapes from behind 
the Iron Curtain. The series, being 
produced by American-Continental 
Telefilms, Inc., is titled Operation 
Escape. Executive producer is H. 
Lawrence Holcomb and _producer- 
director is Ashmead E. Scott. Ameri- 
can-Continental is a new production 
house with offices in New York. Oper- 
ation Escape is to be distributed in 
the United States and the western 
hemisphere by Jayark Films Corp. 
this fall. 

A new production house, John 
Haggott Enterprises, has been formed 
for the production of telefilms for 
network and syndication. First prop- 
erty to be filmed, according to Mr. 
Haggott, is an adventure series titled 
Carib, which will be shot in color 
in the West Indies. Other properties 
on the boards include Exiles from 
Eden, an hour-long dramatic series, 
Port of Entry, an action drama, and 
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High Country, a sports-adventure. 
Fremantle International has been 
given tv distribution rights in Span- 
ish-speaking countries in the western 
hemisphere for Trans-Lux Television 
Corp.’s Felix the Cat. All segments 
of the series are now being dubbed 
into Spanish . . . ABC Films has re- 
leased a new package of 35 J. Arthur 
Rank features. The package is titled 
“Empire 35” and includes several 
films which have never been released 
theatrically in this country. 


TAPE... 

Ampex has introduced an auto- 
matic device which is said to elimi- 
nate geometrical distortion in taped 
reproduction of telecasts. Called 
Autotec (Automatic Time Element 
Compensator), the device is designed 
to end all traces of skewing, 
ing and horizontal displacement of 


scallop- 


vertical lines. Ampex spokesmen say 
Autotec makes possible the same 
degree of interspliceability among 
recorded tapes as exists among mo- 
tion-picture films. . . . Paramount 
Pictures Corp. has come up with a 
new editing machine, TVola, which 
is said to permit instantaneous edit- 
ing of tape. Paramount Television 
Productions, operators of KTLA Los 
Angeles, holds patents on the mech- 
anism and is now developing market- 
ing plans. The TVola is described as 
roughly equivalent to the movieola 
technique used on film. 

New programs continue to be re- 
corded on tape. In New York, Ter- 
mini Video Tape Services, Inc., with 
Impact Productions, has come up 
with a new tape program, Town and 
Country. An_ hour-long country- 
music property, the show is designed 
for syndication. . . . On the west 
coast Paramount TV has started pro- 
duction on Wrangler, which is said 
to be the first western ever attempted 
on tape. 

Reeves Soundcraft Corp. has 
placed a new television tape stock 
into production and will be out mar- 
keting it later this month. Prices are 
expected to be competitive. The tape 
was demonstrated for the first time to 
the company’s stockholders at their 
annual meeting in New York last 
month. Reeves Soundcraft’s mag- 
netic-tape sales were up 35 per cent 





in the first quarter of this year, 
stockholders were told. 


PERSONNEL ... 

Robert Goldston has been ap- 
pointed assistant to Ely A. Landau, 
chairman of the board of National 
Telefilm Associates. Mr. Goldston, 
who joined NTA two years ago in 
the legal department, also has been 
elected assistant secretary of both 
NTA and National Theatres & Tele- 
vision, Inc., the NTA parent com- 
pany. Mr. Goldston’s last post was 
director of administration for NTA’s 
owned and operated Stations. 

CBS Films has transferred account 
executive Kenneth Flower from its 
San Francisco office to headquarters 
in New York City, where he will 
represent the company in several 
agencies and in eastern Pennsylvania. 

Kevin O’Sullivan has been ap- 
pointed acting sales manager, New 
‘prk City sales division, of Inde- 

sndent Television Corp. The ap- 
pointment was described by Alvin 
Unger, ITC’s vice president in charge 
of syndication, as “the first step in 
the expansion of our New York City 
sales organization to maintain ITC 
in a position of sales leadership in 
the New York City market.” Mr. 
O’Sullivan has been regional man- 
ager of ITC’s New York City division 
and before that was an account ex- 
ecutive with TPA. . .. MGM-TV has 
signed Robert Maxwell to a long- 
term production contract. His first 
project is National Velvet, which is 
to be partly sponsored by Rexall 
Drugs next season on NBC-TV. 

Grace V. Sullivan, secretary of 
Official Films, has been appointed 
director of national sales. . . . An 
associate office of Broadcast Manage- 
ment, Inc., is being opened in Holly- 
wood by Phil Feldman, for the past 
several years vice president and di- 
rector of business affairs for CBS-TV 


on the west coast. 


COMMERCIALS ... 

Two designers for Robert Law- 
rence Animation two weeks ago ex- 
hibited close to 50 of their paintings 
at the company’s studios, just to 
prove, apparently, that there’s no 
conflict between art and commercial- 
ism. Both men—Cliff Roberts and 


Advertising Directory of 


SELLING COMMERCIALS 





Nabisco (Millbrook Bread) « McCann-Erickson 


RAY FAVATA PROD./Goulding-Elliott-Graham 


Pepsi-Cola Co. 





NBC TV Guide Awards Show © Young & Rubicam 


TELEPIX CORP., Hollywood 


WONDSEL, CARLISLE & DUNPHY INC., New York 





Pacific Ist Federal Savings & Loan Condon Co. 
: A MUTUAL SAVINGS € 


Pond’s International « J. Walter Thompson Co. 


FARKAS FILMS, INC., New York 





Pacific Telephone « BBD&O 





TV CARTOON PRODUCTIONS, San Francisco 





Saran Wrap Dow Chemical Corp. « MJ&A, Inc. 


KLAEGER FILM PRODUCTIONS, INC., New York 
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Sergeant's Spray « N. W. Ayer & Son, Inc. 





BANDELIER FILMS, Albuquerque 





United States Treasury « McCann-Erickson Inc. 


KLAEGER FILM PRODUCTIONS, INC., New York 








WABC-TV |. D. © Modern Broadcasting, Inc. 


| 


ELEKTRA FILM PRODUCTIONS, INC., New York: 





42 May 16, 1960, Television Age 











George Cannata—design animated tv 
commercials during working hours. 
Mr. Roberts, who holds five awards 
for designs of commercials and in- 
dustrial films, is also a book illus- 
trator, and he recently held a one- 
man show at Long Island University. 
Mr. Cannata has had his paintings 
exhibited at the Los Angeles County 
Museum of Art three times since 
1955. He was cited for his designing 
of a Lestoil commercial at the Inter- 
national Advertising Film Festival 
at Cannes in 1959 and has also won 
numerous Art Directors Club awards. 
. Robert Lawrence Productions 
has appointed Jerry Maticka as a 
director of television commercials. 
Previously, Mr. Maticka was assistant 
studio manager, unit manager and 
production supervisor. 
Transfilm-Caravel, Inc., has named 
James L. Wolcott as vice president 
in charge of sales coordination. In 
his new post Mr. Wolcott covers sales 
administration in four areas: busi- 
program industrial 
television 


ness services, 


films, commercials and 
special projects. Previously, Mr. 
Wolcott was with Wilding, Inc., and 
before that he was president and a 
director of Pathecolor, Inc. 

Filmack Productions, Chicago, has 
appointed Harlan P. Croy as produc- 
tion manager of its expanded in- 
S.0.S. 
Cinema Supply Corp. has taken over 
distribution of the M-H Professional 
Viewfinder, which is said to be cus- 
tom-designed for 16mm _ Auricon, 


Bell & Howell, Bolex and Cine Spe- 


cial cameras. 


dustrial film division. 


Ray Patin Productions is produc- 
ing a series of semi-abstract animated 
color spots for Hudepohl Beer 
(Stockton, West, Burckhart, Cincin- 
nati). The spots, to be telecast in 
color, will be seen in regional broad- 
casts of the Cincinnati Redlegs base- 
ball team. 

George Bole, formerly in charge 
of commercials production for U-I, 
has been named production director 
for the Leo Burnett Advertising 
Agency in Hollywood. Gordon Min- 
ter, who previously headquartered 
on the west .coast, has moved to 
Chicago to supervise the entire pro- 
duction operation for the agency. .. . 


The first annual International Ani- 
mation Film Festival will be held in 
Annecey, France, from June 7 to 12. 
. . » Lenny Allen Productions has 
established a new commercials serv- 
ice on the west coast. 

Several appointments have been 
made by UPA Pictures, Inc. Jerry 
Hathcock has been named supervis- 
ing director for all animation, Errol 
Gray has been appointed to the post 
of production supervisor, and Robert 
F. Kemper has been signed as mid- 
western representative for the com- 
pany. Mr. Kemper, who will also 
continue to represent Jerry Fairbanks 
Productions, headquarters in 
Chicago. 

A number of new series of Ford 
commercials, including one introduc- 
ing the “Linus” character to tele- 
vision, is being prepared by Play- 
house Pictures. In addition to the 
“Linus” spot for Falcon, they include 
two two-minute “Peanut” spots and 
two more “Shaggy Dog” commer- 
cials. All are in color. The agency is 
J. Walter Thompson, New York. 

Format Films, formed by Herbert 
Klynn last year, now has more than 
40 employes and is preparing to 
move into a new studio in Studio 
City. The company has just com- 
pleted six more spots for Folger’s 
coffee (Fletcher, Richards, Calkins 
& Holden, San Francisco) utilizing 
a coffee-bean character. 

Animation, Inc., is producing two 
more spots featuring a talking cow 
for the Michigan Milk Producers As- 
sociation (Zimmer, Keller, & Calvert, 
Detroit). The first in the series won 
a Chicago Art Directors gold medal 
last year. 


RUSH FORMS FIRM 

Herman Rush, former president of 
Flamingo Telefilm Sales, has formed 
his own company, Herman Rush As- 
sociates, which will package, produce 
and distribute films 
and theatres. 


for television 


Negotiations are now in progress 
for the acquistion of new product. 
The new company has purchased a 
substantial piece of Heritage Produc- 
tions (packagers and producers of 
Campy’s Corner and The Adventures 
of Willie Wonderful), and Mr. Rush 





has assumed an active part in the 
sales and financing activities of that 
operation. 


SALES ... 

The Associated Hospital Service 
(Blue Cross), through its various 
independent regional chapters, has 
found a natural television program 


investment—Screen Gems’ Medicine 
1960. The hour-long documentary | 


series on medical advances has been 
ordered by Blue Cross for the entire 
state of South Carolina for six mar- 
kets. Earlier, the Southern California 
chapter ordered the program for Los 
Angeles, and it’s understood that ad- 
ditional southern states will be or- 
dered. Medicine 1960, which is being 
taped in hospitals in the San Fran- 
cisco area, has now been sold in 45 
markets. 


Another property which is differ- | 


ent from the more routine fare in 
syndication is the Westinghouse-pro- 
duced American Civil War. Recently 
placed on the market-by-market route 
by Trans-Lux Television Corp., it 
has been sold to 30 stations, which in 
turn have picked up sponsor coin 
from banks, dairies, bakers and a 
department store. Among the recent 
stations sales are: WAGA-TV Atlanta; 
WMAL-TV Washington; wkRC-Tv Cin- 
cinnati; WBRC-TV Birmingham; KLz- 
Tv Denver; wprROo-Tv Providence; 
wast Albany, N.Y., and KOLO-TVv 
Reno. 


SG’s new group of 72 Three 
Stooges comedies has been sold to 
27 stations. Many of the transactions 
in a sense are renewals, since most 
of the buying stations are already 
playing previously released Stooge 
films. (The first group of 78 films 
was released two years ago and was 
followed a year later by another 40 
films). . ABC Films sold The 
Adventures of Jim Bowie to nine 
stations in a recent one-week period, 
and in the same period Meet Mc- 
Graw was purchased by eight other 
stations. 

Nearly 30 automotive dealers have 
ordered Ziv-UA’s Home Run Derby, 
almost a quarter of the program’s 
sponsors to date. Some of the more 
recent automotive sponsors include: 
Dunn Ford Sales, Boston; Hardaway 
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BONDED T. ¥. FILM SERVICE 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 

Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 

The nation's largest total film service 

for post-production needs 

SPEED @ SAFETY @ SATISFACTION 


poo 
L ’ FILM EQUIPMENT | 














S. 0. $. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street. PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywoed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 


The world’ s largest source for film production 
Producing, Lighting, 
— Recording, Projection, etc. 


Send for our huge 34th year Catalog on your 
letterhead to Dept. N. 











EAST-WEST DISTRIBUTORS, INC. 
630 NINTH AVENUE 
NEW YORK 36, NEW YORK 
FILM CENTER BUILDING 
JUDSON 2-4727 











_ VIDEO TAPE DUPLICATING 
- & FILM TRANSFERS | 





CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—-SERVICE 
Motion picture and television equipment 
lighting equipment . . « « generators 
film editing equip eae ing 

on. 














Complete film and videotape lab service 
Videotape to film transters 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 





LIGHTING 











Soaks on Sea a ee ea 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 











CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 
“FROM A FLEA TO AN ELEPHANT— 
FROM AGOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 
Our stock is immaculate 





OPTICAL EFFECTS __ 
AND ANIMATION 








VIDEART INC. 
480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 2-2363-4 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 














BAULING & WAREHOUSING 


STOCK SHOTS 








WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


for 
Television, 


Radio 
& Legitimate Theaters 








MAURICE H. ZOUARY 
333 West 52nd St., N. Y. C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 

















| COLLECT 10N AGENCIES 


SCREENING ROOMS 














STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions! ! 











PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 

President William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vau 
All facilities available 24 hours a day. 
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Motor Co., Inc., & Automotive Enter- 
prises, Inc., Columbus, Ga.; Super 
Tire Market, Salt Lake City; John 
Barry Motors, Joplin, Mo., and Lark 
Dealers, Pittsburgh. 

Heritage Productions has sold 
Campy’s Corner in another 12 mar- 
kets. . . . Sterling Television Co. has 
released a new children’s show, 
Chatter’s World, which has already 
been sold in close to a dozen markets. 
The program consists of 150 five- 
minute segments. . . . Official Films 
has sold Almanac in another five 
markets: St. Louis, Madison, Ada, 
Bay City and Tampa. . . . Metropoli- 
tan Broadcasting Corp. has purchased 
Telefeatures’ Pow-Wow, the Indian 
Boy for its stations in New York, 
Seseaeaas 


=" } 
€ A & We & ~ 






6 EAST 46TH STREET, N.Y. 
OX 7-4439 "CHIC" CICCOLINI 
Seseseeeeeaeages 





Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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Washington and Peoria. . . . Details 
of Conoco’s 68-market buy of Cali- 
fornia National Productions’ The 
Blue Angels were officially released 
last week. The spread encompasses 
an area extending from the Alleghen- 
ies to the Rockies and from the Great 
Lakes to the Gulf of Mexico. The 
series dramatizes the adventures of 
the Navy’s four-man precision-flying 
team. Sam Gallu is producer-director. 


MCA STOCKS 

Unaudited net earnings of MCA, 
Inc., for the first quarter of 1960 hit 
a record high and were approxi- 
mately 40 per cent above the com- 
parable period in 1959, according to 
Jules Stein, chairman of the board. 
According to Mr. Stein, first-quarter 
earnings before taxes were $3,455,- 
838, as compared to $2,405,718 in 
the same period in 1959. After pre- 
ferred dividends and taxes, net earn- 
ings were $1,654,354, or 41 cents per 


7a 


share, as compared to $1,165,078, or 
29 cents per share, for the 1959 first 
quarter. 


Commercials 


CULHANE FILM 

STUDIOS, INC. 

Completed: Church & Dwight Co., Inc. 
(Arm & Hammer Sal soda), Brooke, 
Smith, French & Dorrance; J. B. Williams 
Co. (Geritol), Parkson; Colgate-Palmolive 
Co. (Ajax), McCann-Erickson; Drinks, 
Inc. (Nu-Fizz), Charles W. Hoyt. 

In production: Colgate-Palmolive Co. 
(Ajax), McCann-Erickson; National Assn. 
of Insurance Agents (insurance), Dore- 
mus; J. A. Folger & Co. (coffee), C&W: 
American Doll Co. (dolls), Webb. 


ERA PRODUCTIONS, INC. 

Completed: U. S. Dept. of Agriculture 
(Smokey Bear), FC&B; General Insurance 
Co. (Safeco car insurance), Cole & Weber; 
ae Cigar Corp. (Dutch Masters) , 


In production: Union Pacific RR (train 
travel), Caples; Sunny Jim (food prod- 
ucts), Cole & Weber; Flex-Straw Co. 
(straws), Carson/Roberts. 


FILMACK CORP. 

Completed: Blue Cross-Blue Shield Plan 
(insurance), Bozell & Jacobs; Kiwanis In- 
ternational, direct; Gordon Food Co. (po- 
tato chips), Kirkland, White & Schell; 
E. L. Bruce Co. (wax), Christiansen; Tee- 
Pak, Inc. (hot dog), Wilson, Saylor & 
Ware; Speed Queen Corp. (dryers), Geer- 
Murray; Able Label (Golden Falcon tires), 
Byer & Bowman; Great Falls Brewing Co. 
(beer), Wendt; Storycraft (Judge Frost), 
Guy Davis; Marathon Div., American Can 
Co., direct. 

In production: Arnold Schwinn & Co. (bi- 
cycles), Bozell & Jacobs; A. O. Smith 









(Permaglas heaters), Geo. Bond; Gard- 
ners (restaurant), WKJG-TV; Sterwin 
Chemical Co., direct. 


GRAY & O’REILLY 

In production: General Foods Corp. (Birds- 
eye), Y&R; Drug Research Corp. (Posi- 
tan), KHCC&A; Tasty Baking Co. 
(Tastykakes), Aitkin-Kynett; Liberty Life 
Insurance Co. (insurance), Merrill-Ander- 
son; Reader’s Digest (magazine), JWT. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 

Completed: Atlantic Refinery (gas), Ayer; 
F. & M. Schaefer Brewing Co. (beer), 
BBDO; Howard Clothes (stores), MW&S; 
B. T. Babbitt, Inc. (Hep), Brown & 
Butcher; Nestle Co. (Nestea), McCann- 
Erickson; Coca-Cola Co. (Fanta), Mc- 
Cann-Erickson; H-O Mills (oats), SSC&B; 
General Electric Co. (appliances), Maxon; 
Best Foods (Nucoa), D-F-S; Quaker Oats 
(various products), Lynn Baker; Nestle 
Co. (Quik), E. W. Reynolds. 

In production: General Mills (O-Cello) 
D-F-S; Brillo Mfg. Co. (soap pads), JWT; 
Lever Bros. (Good Luck margarine), 
OB&M; Nestle Co. (Quik), E. W. Reyn- 
olds; Holsum Bakers (Holsum bread) 
W. E. Long. 


KEITZ & HERNDON 

In production: Campbell-Taggart Assoc. 
Bakeries, Inc. (Rainbo Ice Pops, Colonial 
bread, soft twist rolls), Bel-Art; Chemical 
Compounds, Inc. (STP Motor Additive), 
Rogers & Smith; Home Brewing Co. (Rich- 
brau beer), Cargill, Wilson & Acree; Dr. 
Pepper Co. (king size), Grant; Humble 
Oil & Refining Co. (gasoline), McCann- 
Erickson; Arka-Servel (Sun Valley air- 
conditioning), Robt. K. Butcher; Lone 
Star Gas Co. (gas air-conditioning, re- 
frigerators), EWR&R; Morton Foods (po- 
tato chips), Crooks; Rich Plan Corp. 
(frozen foods) , direct. 


PANTOMIME PICTURES, INC. 
Completed: Reddi-Wip, Inc. (food prod- 
uct), D’Arcy; Pillsbury Mills (Ballard 
flour), Campbell-Mithun; Cal-Ray Baking 
Co. (Moon Pie cookies), Donahue & Coe; 
Esskay Meat Co. (meat), Vansant, Dug- 
dale-Freberg, Ltd; Hydro-Aire Co. (in- 
dustrial), Gaynor & Ducas; State Farm 
Insurance Co. (car insurance), NL&B. 

In production: Los Angeles Times (circu- 
lation), Donahue & Coe; Oklahoma Oil Co. 
(gas), NL&B. 


PINTOFF PRODUCTIONS 
Completed: General Electric Co. (vacuum 
cleaners), Y&R; Isodine Pharmacal Corp. 
(gargle), Reach, McClinton; Ward Baking 
Co. (Tip Top bread, Lucky cakes). Grey; 
Kings Wine Co., Wermen & Schorr; 
Aluminum Co. of America (Alcoa), 
F&S&R; Texas Co. (Texaco gasoline), 
C&W. 

In production: American Heritage Founda- 
tion (election promotion), FC&B; Ward 
Baking Co. (Tip Top Lucky cakes), Grey; 
Esso Standard Oil Co. (gasoline), Me- 
Cann-Erickson; Union Underwear Co., 
Inc. (underwear), Grey; Proctor-Silex Co. 
(appliances), Weiss & Geller; Nestle Co. 
(Zip), McCann-Erickson; Pintoff Produc- 
tions (The Interview), direct; Kellogg Co. 
(Concentrate), Screen Gems; Helene Cur- 
tis Industries, Inc., Screen Gems; Curtis 
Publishing Co. (American Home), direct; 
Stahl-Meyer, Inc. (Ferris ham & bacon), 
Hicks & Greist; Radio Corp. of America 
(RCA Victor record albums), Grey; Reyn- 
olds Metals Co. (aluminum), Clinton E. 
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frank; Singer Sewing Machine Co. (sew- 
ing machines), Y&R. 


WILBUR STREECH 
PRODUCTIONS, INC. 


Completed: G. W. Helme Co. (snuff), 
KHCC&A;; Sinclair Refining Co. (gas, fuel 
oil), GMM&B; National Bank & Trust Co. 
(savings), Rabko; Potter Drug Co. (Cuti- 
cura), KHCC&A; O’Keefe Brewing Co. 
(ale), Foster; Chr. Bjelland Co. (King 
Oscar sardines), H. Goodman & Sons (Wet 
& Set), Reiss; American Motors Corp. 
(Rambler), GMM&B. 

In production: Golden Press (picture at- 
las), Wexton; Lever Bros. (Fab), Spitzer 
& Mills; Eagle Pencil Co. (Stickpen), 
Shaller-Rubin; TvB (%%-hr. film), direct; 
Maher Co. (shoes), McGregor-Deaville; 
Lehn & Fink (Medi-Quik), GMM&B; Jaka 
Ham Co. (ham), KHCC&A. 


BILL STURM STUDIOS 


Completed: Firestone Tire & Rubber Co. 
(tires), Campbell-Ewald; National Biscuit 
Co. (cereals), K&E; Savings Bank Assn. 
of N. Y. (savings), direct; Delco-Remy 
Div. General Motors Corp. (batteries), 
Campbell-Ewald; Corn Products Refining 


Rank 


1—Sea Hunt 

2—Death Valley Days 
3—Huckleberry Hound 
3—Mike Hammer MCA 
5—Johnny Midnight MCA 
6—Quick Draw McGraw] Screen Gems 


Program 
Ziv-UA 
U.S. Borax | 


Screen Gems 





Pulse Top 20 Syndicated Shows for February 


National | Viewers Per 100 Homes| 





7—Coronado 9 MCA 
7—Shotgun Slade MCA 
7—Popeye UAA 
10—Bold Venture Ziv-UA 
11—Lock-Up ~ Ziv-UA 
12—Bugs Bunny UAA 
13—Border Patrol CBS 
14—Phil Silvers CBS 
15—Gray Ghost CBS 
15—U. S. Marshal | NTA 
17—Pony Express CNP 
| 


18—Manhunt 
18—Rescue 8 


20—Grand Jury 


NTA 





1—Seahunt | Ziv-UA 
2—Coronado 9 MCA 
3—Bold Venture Ziv-UA 
1—Border Patrol CBS 
5—Gray Ghost CBS 
6—Pony Express CNP 


7—Rescue 8 


8—Four Just Men ITC 
9—ThisMan Dawson | Ziv-UA 


10—Whirlybirds | CBS 


| 
| Screen Gems! 
Screen Gems| 


Pulse Top 10 Adventure Shows for February 


Screen Gems! 





Co. (Bosco), Donahue & Coe; Goodyear 
Corp. (vinyl flooring) , Kudner. 

In production: Sweets Co. of America 
(candy), direct; National Safety Council 
(safety), Campbell-Ewald; Procter & 
Gamble Co. (Spic & Span), Y&R; Cali- 
fornia Texas Oil Co. (gasoline), Gaynor & 
Ducas; Corn Products Refining Co. (In- 
stant Bosco), Donahue & Coe; Blatz Brew- 
ing Co. (beer), K&E; Radio Corp. of 
America (appliances), K&E; Beneficial 
Management Corp. (loans), Al Paul Lefton. 


TELEPIX 

Completed: Beaute-Vues Corp. (Nutri- 
Tonic hair tint), Hixson & Jorgensen. 

In production: Hycon Mfg. Co. (cameras), 
direct. 


TV CARTOON PRODUCTIONS 
Completed: Fibreboard Co. (Pabco prod- 
ucts), direct; Alemite Corp. (V.LP.), 
Durstine; Standard Oil of Cal. (Chevron), 
BBDO; California Spray Chemical Corp. 
(Ortho) , McCann-Erickson. 

In production: Kilpatrick’s Bakery 
(bread), Reinhardt; Pacific State Sales 
(Fruit-Stik), Dawson & Turner; A. B. 
Smith (Chevrolet), Dawson & Turner; 
Bennett & Williams (linoleum), Dawson 


Wat'd 


Tuned In 


Distributor) Average |Men Women Teens Children 


20.8 | 82 93 16 27 
16.1 | 75 o4 15 58 
15.3 | 61 68 15 85 


15.3 | 82 89 16 23 
15.0 | 88 91 12 10 
14.5 | 54 59 14 93 
14.1] 85 92 12 19 


14.1 | 79 83 13 41 





14.1 | 22 29 14 103 
13.9 | 76 8 15 35 
13.6 |8 89 14 25 
12.9 | 46 57 13 99 
12.8 |82 9] 16 23 
127 172 76 19 67 
1226 |73 79 15 42 
126 |73 83 16 4] 
12.5 | 73 80 15 51 
12.1 83 8 11 13 
12.1 75 8 15 39 
12.0 | 86 89 7 1 





20.8 | 82 93 76 27 
14.1 85 92 12 19 
13.9 76 85 15 35 
12.8 82 91 16 23 
12.6 7 79 15 42 
12.5 7 80 15 51 
12.1 75 8 15 39 
11.6 74 79 16 53 
11.5 73 82 17 55 
10.4 65 71 15 89 


& Turner; Roman Meal Co. (rolls), Dur- 
stine; Fibreboard Co. (fiberliner), direct. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: General Electric (skillets), 
Y&R; Colonial Provision Co. (ham), 
Jerome O'Leary; General Foods Corp. 
(Birdseye baby food), B&B; Vick Chemi- 
cal Co. (Lavoris), Morse; Sterling Drug 
Co. (Fizrin), Compton; General Foods 
Corp. (Tang), Y&R; Procter & Gamble 
(Spic & Span), Y&R; Cott Bottling Co. 
(soda), J. C. Dowd; Sun Oil Co. 
(Sunoco), Esty; Lever Bros. (Lucky 
Whip), OB&M; Bristol-Myers Co. (Buf- 
ferin), Y&R; American Home Products 
(Easy-On), C&W; Emerson Drug Co. 
(Bromo Seltzer), BBDO; Sears Roebuck 
& Co. (stores), C&W. 


In production: Charles H. Phillips Co. 
(Instantine), Compton; American Home 
Products (Chef Boy-Ar-Dee), Y&R; BB 
Chemical Co. (Perma-Thane), J. C. Dowd; 
General Foods Corp. (Gaines Burger), 
Y&R; American Cyanamid Co. (Creslan), 
Ben Sackheim; General Electric Co. (skil- 
lets), Y&R. 





Pulse (Continued from page 35) 


Menace and The Untouchables, most 
of the 433 parents who don’t permit 
certain programs discourage gang- 
ster, murder-violence fare, as well as 
horror movies and westerns. 

In comparing parents’ reactions to 
television with their feelings about 
reading material available to chil- 
dren, the Pulse survey discovered that 
only 52 per cent of parents encourage 
their children to read specific books 
and magazines, 20 per cent fewer 
than support particular television pro- 
grams (question 5). Favorite cead- 


QUESTION 5: Is there any read- 

ing matter—such as books, 
newspapers, comics, or maga- 
zines—which you encourage 


your children to read? 


Respondents With 


Preference 52.0 
Respondents With No 

Preference 48.0 
Total Responses 100. 
Total Respondents 133 


ing matter includes the Golden Books 
and Humpty Dumpty and Children’s 
Digest magazines. Other approved 
literature ranges from The Bobbsey 
Twins series to Time magazine and 
includes a variety of books, news- 


papers and magazines. 
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Only a third of the parents dis- 
courage or ban any form of reading 
material, and the great majority of 
these, 88.5 per cent, concentrate their 
parental frowns on No 
specific book or magazine was men- 
tioned as being forbidden (questions 


comics. 
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6 & 6A). 

Significantly, television seems to 
garner both stronger approval and 
stronger disapproval than print ma- 
terial does, showing that it has a 
greater effect on both parents and 


question 5A: (If “Yes”) Which 





ones? 
% 
Golden Books 13.7 
Humpty Dumpty 13.7 
Children’s Digest 12.9 
The Classics 6.7 


School Weekly Reader 7.1 


The Bible 2.2 
Fairy Tales 4.4 
History Books | a 
Bobbsey Twins 2.2 
Time Magazine 2.7 
Children’s Verses 2.2 
Animal Stories 2.2 
Boy’s Life Magazine 2.7 
Misc. Newspapers 15.1 
Misc. Comics 17.3 
Misc. Books 27.0 
Total Responses 134.8* 
Total Respondents 225 


*Totals over 100% due to mul- 
tiple responses. 


children. Parents would seem to be 
better 


children’s viewing than about their 


much informed about their 


reading, and also to have more 


QUESTION 6: Is there any read- 
ing matter which you discour- 
age your children from read- 
ing or which you don’t allow 
them to read? 


% 
Respondents who discour- 

age specific reading 

material 34.0 
Respondents who do not 

discourage specific 

reading material 66.0 
Total Responses 100. 
Total Respondents 433 


definite and better considered opin- 
ions about the merits of certain tele- 
vision offerings than about literature. 

More parents encourage television 
viewing of specific programs than en- 


courage the reading of specific books 
—72 per cent in the former instance, 
52 per cent in the latter. The tele- 
vision programs that are encouraged 
are of high quality, for the most part, 
and are heavy in educational and in- 
formational merit. The books that 
parents encourage their children to 
read are primarily those designed for 
children, while the television pro- 
grams are almost entirely adult fare. 





Again, in the case of entertain- 
ment considered undesirable, parents 
are much more specific in naming 
the particular television programs 
they do not permit their children to 
watch, and understandably so, for the 
most part. In the field of literature, 
the responses are vague and cate- 
gorical. 

There is, of course, a close identifi- 
cation between the programs that 
seem to upset children and the pro- 


QuEsTION 6A: (If “Yes”) Which 












ones? 
% 
Comics 88.5 
Sex or Immoral Stories 3.4 
Horror Stories  e- 
Misc. Magazines 8.8 







108.2* 
Total Respondents 147 

*Totals over 100% due to mul- | 
tiple responses. 


Total Responses 








grams they are forbidden to watch, 
although this does not apply in all 
cases. The fact that several programs 
which are reported as upsetting to 
some children are not on the banned 





list seems to offer evidence that the 
character of the child has much more 





to do with his being upset or fright- 





ened than does the program men- 





tioned as responsible. 





The parents do not seem to oversee 





a child’s reading as closely as they 
do his television viewing, nor do they 







evaluate it as carefully. The general 
volubility on the subject of television, 







as well the high degree of satisfac- 
tion expressed with it, suggests that 





television has come to play a major 





role in the experiences of young chil- 
dren and that parents find the effects 
of television wholesome and not harm- 
ful, for the most part. 



























































Wall Street Report 


CBS REPORT. The Columbia Broad- 
casting System, Inc., report for the 
first quarter of the current year 
shows a slight decline from the $7- 
million profit, equal to 87 cents per 
share, earned in the first quarter of 
1959. However, the dip is so slight 
as to cause no shudders in financial 
circles. CBS common has been mov- 
ing within a range of $36 and $45 
per share, and even during the sell- 
off during late April remained sev- 
eral points above its lowest price. 

One reason is that Dr. Frank Stan- 
ton, CBS president, already has in- 
dicated that he is confident the 
company will score gains in both 
sales and profits over 1959. Last year 
the company earned $25,267,000, or 
$3.11 per share. Both figures repre- 
sented record performances for the 
company, so any improvement in 
1960 will naturally establish new 
peaks, 

Investor confidence in CBS has 
been heightened by the company’s 
growing strength in the broad field 
of electronics. The announcements of 
the corporation that have aroused in- 
terest among sophisticated investors 
were connected with the products of 
the laboratories, such as Vidiac, a 
high-speed instrument that can gener- 
ate up to 100,000 symbols, alpha- 
betical or numerical, per second with 
stability and clarity. 


VIDIAC ADAPTABILITY. The Vidiac 

short for visual information dis- 
play and control—can be used in 
conjunction with a wide variety of 
computer systems in the data proc- 
essing field. Another development 
makes possible for the first time 
high-speed, long-range transmission 
of high-resolution images. This de- 
velopment has taken on added sig- 
nificance with the progress now being 
made in the nation’s space program, 
for this “Photoscan” would have 
great potential if international tele- 
vision transmission becomes practical. 

Quite apart from these laboratory 
developments has been the improve- 
ment in the company’s electronic 





manufacturing division. This divi- 
sion, once known as CBS-Hytron and 
now named CBS Electronics, pro- 
duces a wide range of products rang- 
ing from. semi-conductors (a semi- 
conductor is an electronic conductor 
whose conductivity is below that of 
metals but greater than an insulator) 
to electron tubes, phonographs, 
radios, microphones and other simi- 
lar equipment. 

The division does not produce tv 
sets, but it has made cross-licensing 
agreements on some of its work with 
Philco Corp. on production of fast- 
switching transistors. In fact, the 
company is building a $5-million 
plant to handle its output of semi- 
conductors and similar products. 


BROADENED PLANS. [it’s obvious 
then that CBS plans to broaden. its 
base of income to insure a growth of 
income from sources outside of its 
traditional fields. This will mean that 
as time goes on investors will be able 
to look not only at its broadcasting 
performance to get a quick, simple 
and easily grasped clue to its. earn- 
ings prospects. 

However, that period is still a long 
way off—or at least it is not as im- 
minent for CBS as it is for the Radio 
Corp. of America, where it is obvious 
that the management has made great 
strides in developing its data-proc- 
essing and computer business to an 
extent that soon promises radically 
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to alter its base of earnings. 

At the start of 1960 CBS consisted 
of 140 plant and office locations em- 
ploying 15,000 people in 15 nations, 
with the corporation stock owned by 
20,000 people. 

The company has made its great 
reputation—and handsome profits— 
as a telecaster that put special em- 
phasis on the handling of news and 
informational-type programming. It 
has continued to pioneer in this area 
and last year 18 per cent of the tv 
network weekly schedule was de- 
voted to this type of programming. 
With the wide interest in disarma- 
ment conferences, revolts in Korea 
and Turkey, summit conferences, the 
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political conventions preceding a na- 
tional election and the travels of 
world statesmen, it’s probable that 
the amount of time devoted to this 
type of programming will increase. 


NETWORK SET-UP. Its network op- 
erations, which now embrace 250 
affiliated stations, including 205 in 
the U.S., 41 in Canada, one each in 
Bermuda, Guam, Mexico and Puerto 
Rico, are expected to make further 
gains this year. By developing a 
special sales and price-discount struc- 
ture CBS added 40 stations to its 
network in small markets. 

The company’s owned tv stations 
—wcecss-tv New York, KNxT Los 
Angeles, wBpM-TV Chicago, WCAU-TV 
Philadelphia and Kmox-tv St. Louis 
—showed an average increase in 
billings of over 28 per cent last year. 
The only setback in this area was the 
company’s disposal of its uhf sta- 
tion, wx1x Milwaukee. The company 
is looking around for other uhf sta- 
tions, since its quota permits pur- 
chase of two additional uhf units. 





John P. Taylor has been appointed 
manager of marketing administra- 
tion, broadcast and television equip- 
ment division, RCA, it has been an- 
nounced by C. H. Colledge, general 
manager of the division. In the newly 


created post Mr. Taylor will be re- 
sponsible for the division’s marketing 
plans and policies, sales administra- 
tion, market research, product plan- 
ning, advertising, promotion and cus- 
tomer relations. Mr. Colledge said 
that Mr. Taylor’s return to the divi- 
sion at this time “signifies RCA’s in- 
tention to step up its activities in the 
broadcast-equipment and related 
fields.” Mr. Taylor has been with 
RCA since 1930 and in 1943 was 
named manager of advertising and 
promotion for the engineering prod- 
ucts department. In 1957 he was 
chosen for the newly created post of 
manager, marketing plans and serv- 
ices for industrial electronic products. 





Murray Autobiography 


Ken Murray is a very funny guy. 
It is not surprising that his auto- 
biography, Life on a Pogo Stick, is 
a most entertaining book. But there 
are plenty of surprises in this story 
of the life of the entertainer, as well 
as the chance to get a closer glimpse 





VALUABLE PROPERTIES .. . 


--- the kind of musical commercials that 
increase in value and effectiveness with 
continuous exposure year after year after 
year—custom built for you by— 


pblohe musical enterprises, inc. 
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59 EAST 54 STREET 
NEW YORK 22, N.Y: 


MURRAY HILL 86-3950) search Bureau awarded it a 38.8- 


into the lives of some of the most 
colorful personalities in show busi- 
ness. Murray, himself, is certainly 
not the least of these. Introductions 
have been written by Edgar Bergen, 
Bing Crosby and Chic Young, as 
well as comment by Bob Hope, Louis 


) Armstrong and Maurice Chevalier. 


The book is definitely one of the 


better show-business autobiographies. 





Success 
night time slot, was selected. 


(Continued from page 39) 


Results, after more than 40 weeks 
on the air: a 23.3 Nielsen with 44 
per cent share of audience and a 12- 
per-cent share-of-audience cushion 
over the closest competition. More 
important, according to the sponsor, 
is the fact that it has strengthened 
its distribution pattern, returning it 
to the 90-per-cent figure. And sales 
have increased 25 per cent since the 
first Target episode went on the air. 
“There’s no question of which 
medium deserves the credit,” says 
Carroll Osborn of Osborn & Probst. 
“Ventre’s entire budget for the Al- 
bany market is now being spent on 
WAST.” 

Target has continued to obtain im- 
pressive ratings over the years. A 


recent Nielsen in Omaha gave it a 


34-per-cent share of audience; in 
Buffalo, Pulse gave it a 52.9-per-cent 
share, and in Detroit, American Re- 


| 
| per-cent share. 
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Top 100 for 1959 


P&G again leader; 79 of 100 


used both spot and 


network television 


pe & Gamble, with an invest- 
ment of over $95 million, was 
again the leader among television’s 
top 100 advertisers during 1959. 
Lever Bros., with total spot and net- 
work expenditures of better than $46 
followed by 


American Home Products, Colgate- 


million, was second, 


Palmolive and General Foods, each 
of which spent over $35 million. 
Seventy-three of the top 100 adver- 
tisers last year utilized both spot and 
Twenty 
panies used spot exclusively, while 


network — schedules. com- 


seven firms employed only network. 


Eighty-seven companies which were 
represented among 1958's top 100 tv 
advertisers again were included in 
last year’s roster. Of the 13 com- 
panies added in 1959 seven utilized 
only spot television and the remain- 
ing six invested in both spot and net- 
work. Included in the 13 were two 
beer companies, Carling Brewing and 
Jacob Ruppert, and two automotive 
dealer associations, Ford and Gen- 
eral Motors. 

Three advertisers showed notable 
increases in their °59 television ex- 
penditures over those of the preced- 


ing year. The Alberto -Culver Co. 
went from a °58 tv budget of $2.5 
million to more than $6.5 million 
last year. Beech-Nut Life Savers spent 
over $5 million, more than twice the 
amount expended in 1958, and the 
Drug Research Co. increased its "58 
allocation of over $2 million to bet- 
ter than $5 million last year. 

During 1959 25 brands spent over 
$5 million each for television, as 
compared to 22 the year before. Spot 
tv dollars accounted for 40 per cent 
of this expenditure, network for the 
remaining 60 percent. As in the prior 
year, each brand except Lestoil used 
both network and spot, with Lestoil 
once again the leading tv brand ad- 
vertiser with an investment of over 
$17 million in spot, a 43-per-cent 
increase over its 1958 expenditure. 
Following the °58 pattern, Kellogg 
cereals and Anacin were the next two 
leading brands, each spending over 
$12 million. 

Seventeen different companies 
were represented by the 25 brands. 
Five Procter & Gamble brands—Tide, 
Mr. Clean, Hines, Gleem 


and Cheer—qualified for the select 


Duncan 


circle of over-$5-million tv investors. 
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2,427,260 
2,423,490 


2,427,260 
2,423,490 


. General Motors Dealers 
. Max Factor & Co. 


. Nestle Co. 4,562,151 2,581,390 1,980,761 
4,538,651 
4,450,906 
4,387,941 
4,117,202 
3,992,497 


625,730 
2,824,470 
3,115,200 
1,250,630 

343,427 


3,912,921 
1,626,436 
1,272,741 
2,866,572 
3,649,070 


. Aluminum Co. of America 
. Borden Co. 

. Vick Chemical 

. Block Drug Co. 


. Anheuser-Busch 


2,422,341 
2,327,620 
2,315,460 
2,216,630 
2,213,820 


. Theo. Hamm Brewing 

. Pet Milk Co. 

. Gulf Oil Corp. 

. Associated Products, Inc. 
100. Jacob Ruppert 


1,821,880 


823,010 
1,956,140 
2,213,820 
3,967,716 
3,943,140 


125,880 
3,567,960 


3,841,836 
375,180 


. Radio Corp. of America 

. Coca-Cola Co./Bottlers 

. United Merchants 
Manufacturers 

. Prudential Insurance Co. 

. J. A. Folger & Co. 


Network: LNA-BAR; Spot: N. C. Rorabaugh. 





3,840,970 
3,776,169 
3,722,440 


3,840,970 — 
—_ 3,776,169 
3,722,440 — 


Top 25 Tv Brands—1959 


Gross Time Cost Only 
. Falstaff Brewing 3,695,939 
. Chesebrough-Ponds, Inc. 
. Avon Products, Inc. 
. Kaiser Industries Corp. 


. Helene Curtis Industries 


2,061,370 1,634,569 | 
3,691,519 1,419,880 2,271,639 
3,677,040 3,677,040 — 
3,672,894 — 3,672,894 
3,520,372 1,787,350 1,733,022 


Total Tv Spot Tv Network Ty 
$17,627,120 $17,627,120 $ — 
12,932,652 5,953,660 6,978,992 


. Lestoil (Adell) 
. Kellogg Cereals (Kellogg) 
. Anacin (American 
Home Prod.) 
. Dristan (American 
Home Prod.) 
. Kent (P. Lorillard) 


— 


12,625,422 2,686,880 9,938,542 
. Ford Dealers 
. Kimberly-Clark Corp. 
. U.S. Steel Corp. 
. Jos. E. Schlitz Brewing 
. Carnation Company 
. Johnson & Johnson 
. Reynolds Metals Co. 
. Swift & Co. 

74. Lanolin Plus, Inc. 


. Armstrong Cork Co. 


3,438,840 3,438,840 = 

3,291,632 — 3,291,632 
3,274,480 48,660 3,225,820 
3,260,557 1,850,150 1,410,407 
3,225,438 584,590 2,640,848 
3,169,915 168,800 3,001,115 
3,141,630 123,090 3,018,540 
3,128,964 827,170 2,301,794 
3,047,290 3,047,290 -- 

2,998,265 — 2,998,265 


10,763,597 
10,190,965 


3,542,570 
2,859,230 


7,221,027 
7,331,735 


. Alka Seltzer (Miles) 9,739,847 

. Colgate Dental Cream (C-P) 9,730,016 

. Post Cereals (General Foods) 9,566,515 

. Maxwell House Coffee 
(Gen. Foods) 

. Tide (P&G) 


5,729,760 
3,629,920 
3,106,540 


4,010,087 
6,100,096 
6,459,975 


- -s © UlUreelUrhlUlUCrCtCi 


8,947,275 
8,478,654 


6,082,340 
1,767,160 


2,864,935 
6,711,494 


. Schick, Inc. 

. B. T. Babbitt, Inc. 

. Pepsi Cola Co./Bottlers 
. Esso Standard Oil Co. 

. Andrew Jergens Co. 


2,997,457 
2,992,150 
2,984,590 
2,973,344 
2,923,670 


1,348,040 1,649,417 
2,992,150 — 
2,984,590 -- 
2,198,650 774,694 
2,923,670 — 


. Viceroy 

8,361,694 
8,296,755 
7,593,249 
7,494,561 
7,412,812 


3,125,610 
2,907,470 
5,796,130 
7,209,170 
1,959,240 


(Brown & Williamson) 
2. Bufferin (Bristol-Myers) 
. Mr. Clean (P & G) 
. Duncan Hines (P & G) 
. Gleem (P & G) 


5,236,084 
5,389,285 
1,797,119 
285,391 
5,453,572 
. National Grape Co-op Ass’n. 2,923,290 , 
. Sears, Roebuck 2,912,411 947,720 1,964,691 
. Wesson Oil & Snow Drift 2,883,440 2,883,440 — 
. H. J. Heinz Co. 2,875,530 28,040 2,847,490 
. Food Mfgrs., Inc. 2,769,580 2,769,580 — 


2,601,350 321,940 

. Ford (Ford) 

. Chevrolet (G. M.) 

. Winston (R. J. Reynolds) 
. Bayer Aspirin (Sterling) 
. Salem (R. J. Reynolds) 


7,386,418 
7,326,512 
7,291,902 
6,908,142 
6,900,120 


720,090 
230,630 
1,096,860 
650,040 
2,266,130 


6,666,328 
7,095,882 
6,195,042 
6,258,102 
4,633,990 
. William Wrigley Jr. Co. 
. Drackett Co. 

. Carling Brewing 

. Pabst Brewing Co. 

. Atlantis Sales Corp. 


2,749,420 
2,727,260 
2,725,717 
2,710,170 
2,659,025 


2,749,420 

252,480 
2,395,710 
2,710,170 
1,403,850 


2,474,780 
330,007 


6,568,865 
6,191,661 
6,084,128 
5,983,911 


1,474,890 
3,333,470 
809,000 
105,490 


. L&M (Liggett & Myers) 
. Cheer (P & G) 
. Camel (R. J. Reynolds) 
. Phillies Cigars (Bayuk) 
5. Pall Mall 
(American Tobacco) 


5,093,975 

2,858,191 
-—~ 5,275,128 

1,255,175 5,878,421 

. Shell Oil Co. 

. Norwich Pharmacal Co. 

. Sperry Rand Corp. 


2,563,895 2,451,710 112,185 
2,534,960 2,534,960 -— 
2,427,951 — 2,427,951 


5,119,201 1,020,600 4,098,601 


| Network: LNA-BAR; Spot: N.C. Rorabaugh. 





Giant (Continued from page 36) two-weeks basis, but also our product last year. Additionally, we did some 


doesn’t make very much difference 
how you approach the assessment of 
results, the conclusion is always the 
same—namely, our first effort turned 
out to be a complete success. 

“If you look at the show in terms 
of sales results on the floor, we not 
only sold three times as many units 
of line-for-line copies of suits, coats 
and dresses as we did last year, either 
on a first-day or first-week or first- 
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mix was improved this year, with the 
result that dollar sales were better 
than three times last year’s dollar 
sales within a comparable time 
period. 

“In this connection, it is, of course, 
important to recognize that our sales 
results were affected by more en- 
thusiastic editorial coverage of the 
new merchandise in New York’s 
newspapers during the week prior to 
the television show this year versus 


new and different things in our own 
advertising this year and used more 
of it. However, there can be no ques- 
tion but that our television show was 
a very major factor in the signifi- 
cantly improved business results 
achieved this year. 

“Of equal importance, the record 
shows that we obtained an audience 
that was just about on the button 
when compared with our goal ratings 


—and this, in spite of rather gloomy 





predictions to the contrary from some 
advertising-agency representatives. 
The talent obtained for the show cer- 
tainly helped in this respect .. . and 
the station’s strong effort in the form 
of promos . . . also contributed in a 
very major way to the total effort. 


“So the audience was there . . . and 
you must know how pleased we all 
are that our average rating for the 
period was short of the rating for 
What's My Line [opposite on CBS- 
TV] that evening by only the slim- 
mest of statistical hairs. 

“A third way of judging results is 
by what we hear from customers and 
what we see in the consumer and the 
trade press. In spite of editorial 
criticism of the content of previous 
fashion efforts on television, it seems 
pretty clear that this time we man- 
aged to produce a fashion presenta- 
tion on tv that was of real interest 
to the consumer. . . .” 





Color (Continued from page 33) 


per cent for b&w, or a favoring per- 
centage for color of 170 per cent. 
This was the largest percentage in 
favor of color of any of the com- 
mercials studied. The variety of Hall- 
mark greeting cards for different oc- 
casions aroused a buying urge in 22 
per cent of the color viewers. 

Average for persuasiveness of the 
three commercials was 27 per cent 
for color-set viewers, as compared 
with 15 per cent for b&w viewers, or 
a difference of 80 per cent. 


Midday Show 


The study of the Ruth Lyons 50-50 
Club was for Wednesday, March 16. 
This is a daytime show, appealing 
principally to housewives, and is on 
the air from 12 to 1:30 p.m. A total 
of 139 color-set and 145 b&w-set 
viewing housewives were interviewed 
for the survey. 

Persuasiveness of three commer- 
cials was studied, two of which were 
for two products. The first, for 
Foulds noodles and Kahn’s wieners, 
showed that 24 per cent of the color- 
viewing housewives wanted to buy, 
while 14 per cent of the b&w viewers 


had the same reaction. The percent- 


age favoring color was 71. Second 
commercial was for Marzetti’s salad 
dressing and Fisher’s chef’s delight 
and showed 20 per cent of the color 
viewers favorable to buying, as com- 
pared with 12 per cent of b&w 
viewers, a margin for color of 66 
per cent. 

Third commercial studied was for 
Swansdown Cake Mix, and the differ- 
ence in persuasiveness between color 
and black-and-white proved slight, 
with only 39 per cent of color view- 
ers showing a preference, as com- 
pared with 38 per cent of b&w 
viewers. Both, however, showed a 
notable high interest in purchasing 
the product. 

The persuasiveness of color com- 
mercials is borne out impressively 
when it is projected on the basis of 
1,000 color homes and 1,000 black- 


and-white homes. 


As shown in the summary table on 
page 33, in about 130, or 13 per cent 
of the black-and-white homes, view- 
ers were persuaded by the commer- 
cials to want to buy the product. 

Of the color homes, 220 were 
“sold” by the color commercials. 
Since the number of viewers per set 
is larger for color than for black- 
and-white, and the percentage of 
homes with color sets viewing a par- 
ticular program is twice the percent- 
age of homes with b&w sets, an ad- 
vertising sponsor may be assured two- 
and-one-half times as much impact as 
he has with black-and-white. 

The Crosley survey indicates that 
three times as many viewers in 1,000 
color homes recalled points made by 
the commercials as did in 1,000 black- 
and-white homes. 


Carrying this analysis further re- 
veals that an advertiser would have to 
buy 3,600 to 3,800 black-and-white 
homes to impress the same number of 
possible customers as he would reach 
if he bought 1,000 color homes. 

Of the 639 color viewers who were 
interviewed, an overwhelming pre- 
ponderance was impressed with the 
quality of the color picture. Most 
viewers were impressed not only with 
the beauty of programs in natural 
colors but with the added interest of 
the commercials as well. 














WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


| MADISON AVENUE 


AT 52nd STREET 


A Bigger and Better 


Just steps from anywhere... 
now with 500 individually deco- 
rated rooms and suites — and 
completely air conditioned. 


The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 
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Want facts to prove 


TELEVISION BRINGS CUSTOMERS? 
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Then what you need is a set of the TELEVISION AGE Product Group Success Stories. Nearly 
every type of advertiser is included in this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 





Reader’s Service 


No. 
33. Auto Dealers 
44. Bakeries 























26. Beer & Ale 


43. Drug Stores 


19. Gas Companies 
47. Gasoline & Oil 


Name 


42. Banks & Savings Institutions 


36. Candy & Confectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 


4. Dry Cleaners & Laundries 
18. Electric Power Companies 
25. Electrical Appliances 
17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 


5. Groceries & Supermarkets 
10. Hardware & Building Supplies 


Television Age 444 Madison Avenue, New York 22, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Number of copies No. Number of copies 
45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers 
23. Men’s Clothing Stores 
29. Moving & Storage 
38. Newspapers & Magazines 

9. Nurseries, Seed & Feed 

35. Pet Food & Pet Shops 
40. Pre-fab Housing 

28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 

13. Sporting Goods & Toys 

20. Telephone Companies 

30. Television & Radio Receivers 
39. Theatres 

37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 

32. Weight Control 

34. Women’s Specialty Shops 





PETTITTE TP ETE EET TT 
SOeeeeeeeeeeeeeean 


Position 





Company 
Address - 

















City 





C1) I enclose payment 





= 
0 Bill me 


Zone 







0 Please enter my subscription for TELEVISION AGE for one year at $7. As a 
premium I will 
includes the second 15 of the above Product Groups. 


receive a copy of the Source Book of Success Stories which 
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One 
Burke 


marked: 


who answered the 
interviewers’ 


housewife 
questions re- 
“Seeing them in color was 
the same as shopping in a store.” 
The of fresh foods and 
cheeses were commented on with such 
“delight- 


over and — 


colors 


“beautiful,” 


“vivid,” 


adjectives as 
ful,” “fresh” and 
over again. 

One viewer who had watched an 

opera in color on the same afternoon 
that she later watched Hall of Fame 
in the evening commented on the fact 
that the opera, which was sponsored 
by a group of florists, did not have 
color commercials. 
“that 
the flowers displayed could not be 
She 
was impressed by the beauty of the 
Hallmark cards displayed during the 
Hall of Fame commercials. 


“What a shame,” she said, 


seen in their natural colors.” 


Chevrolet 


commercials during the Dinah Shore 


Commenting on the 
show, several viewers spoke of the 
beauty of the new finishes. 
the Shore 
show talked of the color in the com- 
adding that he couldn’t af- 
ford a new car, although he needed 
one to replace the 1953 Chevrolet he 
indicating that color 


A man who watched 


mercials, 


was driving, 
homes are not always those in the 
highest income brackets. 

In general the Burke researchers 
found interest in color in the Cincin- 
as it was 


nati area about the same 


although a 


during the first study, 
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Color . . . Continued 


Making a strong bid to establish itself as the nation’s number-one 
station from the viewpoint of total hours of color programming telecast 
on a live basis, wGN-Tv Chicago should be far ahead of the field by the 
end of summer. 

Last month the independent outlet began carrying the first of 120 
day baseball games of the Cubs and White Sox, using four RCA color 
cameras shuttled between Wrigley Field and Comiskey Park. In addi- 
tion, WGN-TV plans to beam one or two of 17 nighttime road games in 
color. Figuring an average game at two-and-a-half hours, the station’s 
tint log should record some 300 hours come September. 


Impressive as that total is, it’s only part of a story which James. 


Hanlon, wGNn-Tv public-relations manager, says “could be an inspiration 
to any station on the fence about color.” More of the story: 

Five hours of live color per week are offered to viewers on an esti- 
mated 80,000 tint sets in the market via The Fran Allison Show. Fea- 
turing the popular women’s personality, the program aired Monday- 
Friday, 11-12 noon—recently ventured into the realm of “specials” with 
a highly promoted and successful fashion show. Top Chicago department 
stores provided a half-million dollars in clothes, jewelry and accessories 
for 30 models. 

Another regular hour of color is broadcast weekly in the “quality” 
Great Music From Chicago series, which features the Chicago Symphony 
and noted guest conductors. The program is a remote origination from 
the Sheraton-Towers Hotel. 

Daily color throughout the week includes a half-hour exercise program 
each morning, an hour of Romper Room, a new half-hour kid show 
called Treetop House, five minutes of midday news, top-rated Garfield 
Goose and Bugs Bunny for the kids and occasional feature films. 

Plans for the new WGN-AM-TV plant under construction call for making 
it a complete color installation, with operations shifting to the new build- 
ing later this year. 

“Statistics show,” said Mr. Hanlon, “there are more color tv sets in 
the Chicago area and that the gains in set sales have been greater here 
than in any other market. We feel wcn-Tv’s activity has made a great 
contribution to this record.” 














great number of additional color sets 
have been sold during the one-year 
period between the surveys. 

An analysis of comment on color 
made during the first survey showed 
that 72 per cent of those interviewed 
made some remark on the realism of 
color tv. Of these, 56 per cent called 
color television more “lifelike,” more 
“natural,” more “realistic” or more 
“alive.” Another 19 per cent found 
it more “exciting” or interesting to 
watch, while 11 per cent said that “it 
makes you feel like you’re right in 
the room with the performers.” 

Some 50 per cent of those inter- 
viewed made comments about the 
“beauty” of color. About 35 per cent 
of these talked about the program be- 


ing more “attractive,” while 23 per 
cent remarked on the beautiful clothes 
and costumes shown in color. 

In the original Burke survey color 
viewers were asked to grade the pro- 
grams seen in color. In 35 per cent 
of the cases a grade of excellent was 
given. Another 48 per cent graded 
the programs as good, while 15 per 
cent gave a vote of fair and only two 
per cent poor. 

On the quality of the color itself 
40 per cent of the viewers felt color 
should be classified as excellent, 46 
per cent as good, 12 per cent as fair 
and again two per cent as poor. 

In the comments on service for 
color sets 39 per cent of those inter- 
viewed rated service as excellent, 45 





per cent as good, 10 per cent as fair 
and six per cent as poor. 

It is noteworthy that in each of 
these groups interviewees rated more 
than 80 per cent of color programs, 
color quality and color service as 
either excellent or good. 

Questioned on who most wanted to 
buy the color receiver, the husband 
was tagged as the buyer in 42 per 
cent of the cases, in 21 per cent the 
housewife and in seven per cent the 
husband and wife together. 

In their conclusions the research- 
ers pointed out that while some parts 
of the greater effectiveness of colored 
tv advertising might be the result of 
the novelty value of color it appears 
that in total there are real net ad- 
vantages accruing to color tv in sev- 
eral dimensions of commercial effec- 
tiveness. 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 







AT THE 
STARS 
And See Where 
KMSO-TY Stands 


CBS***NBC***ABC 
58,475 TV HOMES 


MISSOULA—definitely a 
“Preferred City’ os market 
prospers and Bank Debits 
reach -+20%, (highest of all 
Montana cities). 

12 STARS out of past 17 


Months—indicating one full 
yeor of “better than aver- 
age” business performance 
—the place to advertise. 
YH MIsSOULA—teads all other 
Montane cities in “High 
Spot-Preferred Cities with 
a city index of 109.6 (1960 
over 1959) 
KMSO-TV’S WESTERN MON 
TANA MARKET is ‘‘greatly 
extended” by 18 Community 
Boosters. Coverage includes 
Missoula, Butte, Anaconda, 
Deer Lodge, Hamilton, ond 
Kalispell 


KMSO.TY 
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Grey Advertising’s media executives at a new-client meeting. Helen 
Wilbur, Media Group Supervisor; Aileen Barry, Chief Print Buyer; Ken 
Kearns, Chief Time Buyer; Gene Accas, Associate Director of Media; 
Joan Stark, Media Group Supervisor; Phil Branch, Media Group Super- 
visor; Dr. E. L. Deckinger, Vice President and Director of Media. 


iy 


' 


NEW ACCOUNTS...NEW SCHEDULES 


.--when competent media information is in real demand 





A typical time of media decision, caught by candid 
camera at an actual new-account meeting of Grey’s 
Media Board of Strategy. This goes on somewhere every 
day, in agencies all over the land. 1959 saw 1688 agency 
account shifts. Every one meant a new schedule. 228 
major moves alone totaled more than $210,000,000 
worth of advertising contracts! 


Get on a new list at the start and you are well on the 
way to a contract. Miss out then and you have a long, 
hard selling job ahead. 


To improve your chances of proper consideration at the 
early stages, make your media information instantly 
accessible, and be sure it is competent to serve the 
buyers’ needs! 


Take another look at the people in the Grey media 
meeting. At this very moment they are selecting candi- 
dates for a new account schedule, using SRDS, their 
media-buying directory . . . deciding which representa- 
tives to call in. They may remember the impressions 
your representatives or general promotion (and your 
competitors’) have made in the past— but how well are 
you selling them now? 


With competent Service-Ads in SRDS 


YOU ARE THERE 
selling by helping people buy 


What agency people want to know 
about TV stations is detailed in the new 
SPOT TELEVISION PROMOTION HANDBOOK.” 
Be sure to ask for one 


SROS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 


C. Laury Botthof, President and Publisher | |e 
5201 OLD ORCHARD ROAD, SKOKIE, ILL.. ORCHARD 5-8500 @ ca 


SALES OFFICES— SKOKIE, NEW YORK, LOS ANGELES, ATLANTA 
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he inquiry by BBDO into summer 

rate cards that was mailed to all 
tv stations a few weeks ago appears 
to be the first organized move on a 
matter to which many agencies are 
giving serious thought. 

At Ted Bates & Co., Inc., media 
operations vice president Ed Grey 
noted that while his agency hadn’t 
contacted every individual station, 
some outlets had been questioned in 
specific instances. He believed that 
any concerted effort to press for 
lowered summer rates by a group of 
advertising agencies would not be 
possible “because of the ugly threat 
of collusion.” 

Media director and vice president 
William Matthews at Young ‘& Rubi- 
cam, Inc., said summer rates had 
come in for a lot of conversation at 
the agency, and that a number of 
accounts had themselves raised the 
question. The topic, he pointed out, 
was to receive further discussion at 
a meeting of the New York Media 
Planners group. 

Lennen & Newell, Inc., media di- 
rector Herbert Zeltner similarly re- 
ported that specific accounts using 
summertime tv at the agency were 
interested in what’s happening to the 
rate picture, and the reductions al- 
ready announced by the Westing- 
house stations and a few others have 
been received with high regard. 

At several other major New York- 
based agencies checked, similar at- 
titudes were found. No other all- 
stations inquiry was reported, al- 
though numerous accounts had 


a review of 


current activity 


in national 
spot tv 


prompted special studies in scattered 
markets. 

Media supervisor Ed Fleri, who 
announced the BBDO query before 
a gathering of members of all major 
tv representative firms, made it clear 
that the agency was not attempting to 
coerce any station to lower its rates. 
He pointed out, however, that the 
BBDO media department feels that 
summer reductions would be “help- 
ful” in convincing some clients to 
use tv during the May-August period. 

“We cannot promise anyone sum- 
mertime schedules,” he said. -““We 
have no advertiser waiting to place 
them if rates are lowered. But there 
are any number of clients we could 
approach if we had enough summer- 
rate data.” 

As Mr. Fleri sees it, the establish- 
ment of new hot-weather rates by 
only one station in each of the first 


Mary Lou Benjamin, Grey Advertis- 
ing Agency, Inc., New York, is time- 
buyer for Chunky Chocolate Corp. 
and Lionel trains. 


REPORT 


10 markets might be enough to cause 
some advertisers to use tv at a time 
they are usually out of the medium. 
“Some clients have only three or 
four key markets to begin with,” he 
said. “The Westinghouse stations are 
in several top markets—a few more 
areas offering summer rate cards 
would give an advertiser practically 
the entire east coast.” 


New summer costs would not only 
result in 26- and 39-week advertisers 
extending their schedules to 52 weeks, 
but would cause the “non-seasonal” 
advertiser—say, one who runs a two- 
week flight every other month—to 
continue his flights in June or August, 
said Mr. Fleri. 

BBDO suggested no set figure for 
a percentage reduction, noting that 
it would have to vary market by 
market. It was further noted that 
any announcement of summer rates 
does not have to be held off until 
1961. “It would be a poor agency,” 
Mr. Fleri said, “that didn’t take ad- 
vantage of immediate opportunities 
—ones not included in pre-set ad 
plans.” 


ABBOTT LABORATORIES 
(Tatham-Laird, Inc., Chicago) 


Although not reported here previously, 
SUCCARYL, a diatetic food-sweetener, 
has been testing in limited markets. 
Filmed minutes, 20’s and ID’s are running 
throughout the day and night. Bill Lierle 
is the contact. 


ASSOCIATED PRODUCTS, 
INC. 5-Day Laboratories 


(Doyle Dane Bernbach, Inc., N.Y.) 


Schedules are being set for a campaign 
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for 5-DAY deodorant which will break 
early in June in 40 markets. Night 
minutes and 20’s are planned to run for 
13 weeks, with frequencies varying by 
markets. Nate Rind is the timebuyer. 


ATLANTIS SALES CO., 

R. T. French Co. 

(J. WalterP'T hompson Co.,-Inc., N.Y.) 
Adding to the number of markets reported 
here April 4, FRENCH’S instant mashed 
potatoes increased its market list to cover 
about 60 areas. Starting dates run through 
the latter part of this month, with day 

and night minutes set for about five weeks. 
Mario Kircher is the timebuyer. 


BENEFICIAL MANAGEMENT 
CORP. 


(Al Paul Lefton Co., N. Y.) 


Currently using tv schedules in seven 
markets, this finance company will most 
likely stay in them during the summer 
months as it pitches loans for vacations; 
travel, etc. The local .offices work. on 
quarterly budgets and hadn’t completed 
summer plans at press time. The primary 
campaign kicks off in October for pre- 
Christmas promotion, and an expansion of 
the market list is virtually assured. Filmed 
minutes and 20's are used for eight and 

13 weeks. Ken Allen is the timebuyer. 


LUCKY srincine vou 


CHANNEL CONSISTENT SALES... 
' through 


delivering 


ALBANY - SCHENECTADY - TROY 
AMERICA’S 29TH MARKET! 


Engineered to cover Eastern 
New York, Western Massa- 
chusetts and parts of New 
Hampshire and Vermont 
with the ABC Network. 








programing 








call your OCR HR man 
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Rep Report 
Peters, Griffin, Woodward, Inc., opened 
its 10th office this month in St. Louis to 
serve advertisers both in that and the 
Kansas City market area. Heading the new 
branch is Arnold Knippenberg, who most 


MR. KNIPPENBERG 


recently sold for Ktvi-tv after prior stints 
with KWK-TV and KMOx-Tv-AM, all in St. 
Louis. 

Ralph Kelley, formerly sales manager 
of waaF Radio Chicago, joined the Bolling 
Co., Inc., in the Windy City as office 
manager. Mr. Kelley’s experience in broad- 
cast sales dates back some 11 years. Also 
joining the Chicago Bolling sales staff 
were White Mitchell, formerly office man- 
ager for another representative, and Stew- 
art Lewis, who has more than 20 years of 
broadcast sales experience in the midwest. 

The marketing department of Edward 
Petry & Co., Inc., added Thomas E, J. 
Sawyer, formerly an account executive on 
Best Foods and Procter & Gamble at 
Dancer-Fitzgerald-Sample, Inc. He will 
serve the representative firm in developing 
new accounts for spot tv and in promoting 
the Petry markets. 

The Katz Agency, Inc., announced the 
re-location of its Atlanta office in new and 
larger quarters at 1393 Peachtree St. 

A name change and expansion of serv- 
ices was announced by Hugh Feltis (& As- 
sociates), owner of the Seattle-Portland 
tv-radio representative serving more than 
20 video outlets across the country, Feltis/ 


MR. FELTIS 
Dove/Dever/Cannon, Inc., is the official 
title of the newly incorporated firm that 
now offers stations and advertisers the serv- 
ices of a complete marketing division. 





BIRDSEYE DIV., General 
Foods Corp. 


(Young & Rubicam, Inc., N.Y.) 


While this company’s baby foods continues 
to test in upstate New York (out of 
another agency), its line of frozen foods 
comes into top markets—more than the 

15 reported elsewhere—at about issue date, 
with filmed minutes in mostly daytime 
slots continuing for four weeks. Fre- 
quencies vary depending on the size of 

the market. Steve S is the timebuyer. 


BOWL-MOR CO. 
(Harry M. Frost Co., Inc., Boston) 


This maker of automatic pin-spotters for 
Duckpins, Rubber-Band Duckpins and 
Candlestick bowling is currently using 
schedules in Pittsburgh, Boston & Bangor, 
Me. Filmed minute participations run in 
live, locally-produced bowling contests 
featuring the unconventional pins. Idea is 
to promote the sports (which are most 
popular in New England) and the cam- 
paign is ticketed for careful expansion. 
The company plans to produce equipment 
to handle regulation bowling and, when 
doing so, might move into other markets 
more quickly. Tv-radio director Virginia 
Fairweather is the contact. 


CALIFORNIA OIL CO. 
(BBDO, New York) 


CHEVRON gasoline, noted here April 18 
as holding back a few weeks on its usual 
summertime schedules, comes into its 
markets along the east coast June 1 for 
eight weeks. Prime-time 20’s and ID’s 
will be used. Trow Elliman is the 
timebuyer. 


CARTER PRODUCTS, INC. 
(Ted Bates & Co., Inc., N.Y.) 


Adding to the placements noted here 
April 18 for CARTER’S LITTLE PILLS, 
buying was still under way at press time 
in a number of markets—with the total 
boosted to about 40 areas. Schedules of 
mostly nighttime minutes start as soon as 
possible and will run 13 weeks. Similar 
activity is reported on for NAIR.in a 
smaller number of markets. Irwin Fleischer 
is the timebuyer on Carter’s pills, while 
Dick Weller buys for Nair. 


DRINKS, INC. 
(Charles W. Hoyt Co., Inc., N.Y.) 


Summer plans have been finalized for 
NUFIZZ instant soft drinks. Filmed 
participations in kid shows across the 
board have been set in 14 northeastern 
markets to run for 13 to 18 weeks. The 
company began in a few markets in April, 
but starts in most of them today. Doug 
Humm is the timebuyer. 











WRITER WANTED 
RADIO-TV COMMERCIALS 


If you are considered a good creative 
writer of radio-ty commercials, but are 
looking for greener pastures to prove 
your abilities, we want you on our staff. 
Send plete r . experience, 
examples of your work (scripts or film) 
salary desired, snap shot. Material will 
be returned. Confidence respected. Our 
staff knows. Look us up in McKittricks 
or Agency Red Book. Address H. Earl 
Close, Partner, Comstock & Company, 
65! Delaware Ave., Buffalo 2, New York. 














The Buyer Talks About .. . 


RATINGS AND... 


Ratings will always play a major role in sponsor judgment of the 
success or failure of a television advertising campaign. There are some 
clients, unfortunately, who are impressed only by ratings. However, 
there are other factors which should influence buying of schedules and 
later appraisal of the value of the campaign. 


Ratings alone are not always a good test of a program’s effectiveness. 
Especially with local shows—news, weather, women’s programs, sports 
—the percentage of faithful viewers who actually are motivated to buy 
the advertised products may be considerably higher than the ratings 
would seem to indicate. Local advertisers who use such programs in a 
single market are often in a position to see immediate sales effects. A 
department store, for instance, advertising a dress style will be able to 
compare sales after the announcement with sales before it, and after 
a number of such comparisons will have a reasonably accurate picture 
of the sales results to be derived from a particular program. National 
and regional advertisers can learn from local sponsors’ experiences with 
station-produced programs. 


Audience-composition figures are also of great help in buying syndi- 
cated shows or local programs and spots. Many sponsors can spend their 
dollars most effectively by appealing to the sex or age group most 
likely to buy their products. Several rating services offer audience- 
composition figures broken down by men, women and children. Other 
factors such as family size and economic level are not as easily discov- 
ered, but then, they aren’t as important to the average client. 


In buying adjacencies the ratings of the surrounding programs are 
important, Lut so is the pattern of advertisements in the time allotted to 
spots. Three or four announcements in a high-rated adjacency will 
probably provide less effectiveness than a less crowded slot with some- 
what lower ratings. 


Of course, the new “homes reached” figures being furnished by ARB 
affect the use of ratings considerably. A 17 on one station in a market 
may give you as many television homes as a 25 on another station, and 
two equal ratings may offer a wide variation in coverage. “Homes 
reached” and potential coverage, judged in relation to costs, can be of 
major importance in setting economical and efficient schedules. 


To some advertisers, merchandising by the station has a certain in- 
fluence on buying decisions, that is, merchandising beyond the level 
of the lobby display. Store cards, on-air promotion, newspaper and 
TV Guide coverage of a program can make a difference in sales. Many 
advertisers who don’t care about a station’s merchandising policies are, 
however, most interested in the way a station conducts its business. A 
good staff, first-rate production facilities, a disinclination to triple- 
spotting are all factors which may well be considered in assessing the 
station’s potential as an advertising medium. 


The buyer who buys blindly “by the numbers,” the advertiser who 
judges the value of what is bought only by the ratings, the station that 
sells itself on the basis of “10 of the top 15 shows in the market” are 
missing many worthwhile indications of potential sales power. 
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C-0-M-M-A-N-D-I-N-G 
L-E-A-D-E-R-S-H-I-P 
on all viewing fronts! 








WREX-TV continues to 
dominate Rockford and 
Area Viewing... 


®@ AT NIGHT 
45 of the Top 50 Shows... 


® IN THE DAYTIME 
All 20 of the Top 20 Shows 


@ TOP WESTERNS 
7 of the Top 8 Shows 


®@ TOP FAMILY SHOWS 
5 of the Top 5 Shows 


© TOP SPORTS, 
SYNDICATED FILM, 
MOVIES, 
PUBLIC SERVICE. 


*Source ARB Oct. 25 - Nov. 21, 1959 


IN FACT ... All Day and 
All Night! . . . Every Hour 
of the Week is “Good 
Time” on... WREX-TY. 


J. M. BAISCH Represented By (a) 
Vice Pres.-Gen. Mgr. +R Television, Inc 


channel 13 
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EAGLE PENCIL CO. 
(Shaller-Rubin Co., Inc., N. Y.) 


The campaign predicted here March 21 
for this pencil maker’s STICKPEN got 
under way last week in New York to run 
on WNEW-TV, WIPX-TV, WNTA-TV, 
WCBS-TV and WRCA-TV. During the 
first week heavy frequencies of 20’s ran on 
the independent stations in both night 
and day slots, including a strong schedule 
on WNTA-TV’s Daywatch programming 
for supermarkets. The network affiliates 
will be added this week. The campaign 
is to run about five weeks in a test of 
the tv medium. Distribution and special 
sales problems necessitated using the 
country’s number-one area as a test mar- 
ket, but good results here will precipitate 
a national expansion. Spots are highly 
humorous, featuring comic Milt Kamen 
in a spoof of “thinking man” and other 
commercials. Media director Jean Coury 
is the contact. 


FLORISTS TELEGRAPH 
DELIVERY SERVICE 


(Keyes, Madden & Jones, Inc., 
Chicago) 
A good-sized spot user last year, FTD has 


concentrated on network recently, buying 
the NBC-TV opera programs. A one-week 
campaign in three markets, however, was 
placed the week preceding Mother’s Day— 
following similar scheduling for 
Valentine’s Day and Easter. Nine other 
markets were divided, three each, for 
radio, newspaper and outdoor advertising 
in a test to determine which medium pulled 
best. Up to 35 spots ran in each of the 

trio of tv markets, with the results to 
influence future activity. Merle Myers 

is the timebuyer. 


E. & J. GALLO WINERY 
(BBDO, New York) 


Effective immediately, the wine company 
has begun six-week flights in six or seven 
markets in Pennsylvania and three or four 
in Connecticut. It’s using nighttime 
minutes and ID’s four-five times a week. 
Jackie Moore is the Gallo timebuyer for 
five eastern states. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N.Y.) 


As noted here April 4, GRAVY TRAIN 
dog food continues to expand distribution 
and has reached major markets all across 





HERB MANELOVEG, associate 
media director at Batten, Barton, 
Durstine & Osborn, New York, and 
a member of the agency since 1954, 
has been named media director. He 
succeeds FRED BARRETT, who re- 
tired last December. ED KOEHLER, 
who was buyer on Bristol Myers and 











MR, KOEHLER 


Coty, has been promoted to associate 
media director, replacing Mr. Mane- 
loveg. ED FLERI will be head buyer 
on the agency’s newly acquired Pepsi- 
Cola account. 


ANTHONY BROOKE ADAMS has 
joined Maxon, New York, to take over 
the broadcast buying on Heinz, Hires 
and G.E. He replaces CHARLES 
O’DONNELL, who has been promoted 
to media supervisor on Gillette, the 
job formerly handled by GEORGE 
HUELSER (see Personals, May 2). 


MICKEY McMICHAEL will leave 
BBDO, New York, in June to study 
pediatrics at the University of Ken- 
tucky medical school. She has been 
buyer on Curtis Publishing and Gen- 
eral Mills. 





Personals 


BOB BRIDGE, who had been buy- 
ing on Pall Mall at Sullivan, Stauffer, 
Colwell & Bayles, New York, is 
switching to Silver Dust, Best Foods 
and API, the accounts previously 
handled by BILL ABRAMS, who is 


no longer with the agency. 


DWIGHT REYNOLDS has been 
appointed media supervisor and 
JOHN SCHROEDER associate media 
director at Wade Advertising, Chicago. 


JAMES FONT has been named 
media supervisor of the Schurr Co.’s 
Philadelphia office. 


CHUCK EATON has been pro- 


MR, EATON 


moted to associate media director at 


C. J. LaRoche, New York. 
ELIZABETH GRADENEGGER has 


been named media director at Stern, 
Walters & Simmons, Chicago. 


MADELEINE CALCATERRA, 
timebuyer on Reader’s Digest, has 
resigned from J...Walter Thompson, 
New. York, to go to the west coast. 














PRG 6 iw Oe ce on 
“p" the best creative ad in the 


world into the wrong media, 
and it won’t mean a thing,” says Al- 
fred S. (Bud) Trude Jr., media direc- 
tor at Chicago’s Clinton E. Frank. 

“Creative media,” he says, “is 
finally coming into its own after years 
of overemphasis on the copy side of 
advertising.” He feels his agency has 
been progressive in seeking more 
than statistics from media people by 
having them work with copy depart- 
ments at the campaign-planning 
stage. “Copy people need media’s 
knowledge to do their best work. For 
example, by understanding which 
member of the family determines a 
particular purchase, they can slant 
their creative work effectively from 
the start.” 

Mr. Trude, who sits on the agency 
plans board, stresses the point that 
constructive participation of media 
people in planning has been instru- 
mental in winning increased recog- 


nition of the media operation. 

“Media gets more important as the 
advertising business grows more com- 
petitive; even though budgets are 
constantly increasing, competition 
shrinks the advertising dollar. Media 
can come to the rescue by keeping 
up with new stations and new ideas 
and by continuously sceking a more 
economical media program to offset 
rising costs.” 


Mr. Trude at 32 manages the 
agency's department of 12 media and 
media research people; both print 
and timebuying supervisors report to 
him. A large segment of his work is 
purely management and _ includes 
making presentations. Among tv ac- 
tive accounts he supervises are Bis- 
sell, Hamilton Beach, North Woods 
coffee, Quaker Oats, Reynolds and 
Toni. 

A Chicagoland native, he went di- 
rectly from high school into the Air 
Force, and from there to Northwest- 
ern University, where he earned a de- 
gree in business. He entered advertis- 
ing and joined Clinton E. Frank two 
years ago. 

Most of his hobbies concern 
creativity. He virtually built his home 
in Barrington, where he lives with 
his wife Carolyn and their four chil- 
dren. His interests in tinkering and 
television merge on occasion; a radio 
mechanic from his Air Force days, 
Mr. Trude repairs his own television 
set. 








WRGB IS TOPS 


es 


, rh 

















WRGB . .. the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
“TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 
Albany ... Schenectady... and Troy 
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Include yourself In! 


The Biggest Advertising Convention of the Year... 


ADVERTISING FEDERATION OF AMERICA 


56™ ANNUAL INTERNATIONAL CONVENTION 
JUNE 5-8, 1960—HOTEL ASTOR, NEW YORK 


Advertising’s most inclusive get-together explores, discusses, expands the convention’s 


theme: “ADVERTISING WORKS FOR FREEDOM.” Keynoted by the Hon. Frederick H. 





Mueller, Secretary of Commerce. Provocative . 


Interested in Advertising: 


HEAR FTC Chairman Earl W. Kintner; Noted 
educator-anthropologist Dr. Margaret Mead; 
John P. Cunningham, Chmn., Cunningham & 
Walsh, Inc., discuss “Self Regulation in Ad- 


°° ” 
vertising. 


HEAR Creative Session Speakers: Max Freed- 
man, Washington Correspondent, The Man- 
chester Guardian; Al Capp, creator of “Li'l 
Abner’; Walter Guild, Pres., Guild, Bascom 
& Bonfigli; and other speakers, other subjects 
of special interest. 


. . Controversial . . . Vital to Everyone 


PLUS ENTERTAINMENT! New York in 
June is a World of Entertainment for You, 
for Your Wife; and ABC, CBS, NBC Net- 
works present “An Evening with Rodgers & 
Hammerstein.” Star-studded stage show fea- 
turing music and artists from Oklahoma, 
South Pacific, Carousel, Flower Drum Song, 
Sound of Music and other Broadway hit shows 
of R&H. Last minute extra: Chevrolet’s 
fabulous TV Fashion Show, with models wear- 
ing original creations from leading designers. 


MAIL YOUR REGISTRATION NOW FOR TWO GREAT ADVANCE PACKAGE OPPORTUNITIES! 


$60.00 Advance Package 


Includes admission to all sessions, brunch, 


2 cocktail parties, 3 luncheons, dinner-dance, 


entertainment for you. 


$30.00 Wife’s Advance Package 


Includes admission to parties, brunch, enter- 
tainment, dinner-dance, and special trips for 
your wife. 


Advance price applies only until May 29th 


Advertising Federation of America 


250 West 57th Street, New York 19, N. Y. 
My check for $ 


CHECK TYPE OF REGISTRATION DESIRED 
['] Package Registration—$60 


Reduced advance rates expire May 29. 


Name 


covering Advance Registration 


for the 56th Annual AFA Convention, June 5-8, is attached. 


(_] Advance Registration Only (Does not include meals) —$20 


[-] Wife’s Package Registration—$30 


Title 





Company 





Address 





City 


Zone. State 





ee SS SE TS TO OO TO TO TO es 
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Please make your hotel reservations direct with the Hotel Astor, New York City 36. 


Lan ces ces ce cs ee es ce cs cs ee ce ce ms epee ce cs ml 





A cooperative presentation illustrating the value of television advertising pre- 
pared by WHIO-TV and wLw-D Dayton and the Television Bureau of Advertising 
was given recently for 100 Chrysler Airtemp executives, agency personnel and 
distributors gathered in Dayton for a national sales convention. Among those 
attending were: (l. to r.) Dick Routh Jr., director of advertising and sales 
promotion for Chrysler Airtemp; Stan Mouse, wui0-tv sales manager; Art 
Foster, manager of advertising for Chrysler Airtemp; Miss “Sight, Sound and 
Motion,” a@ featured artist for the occasion; Dale A. Smith, wLw-p sales man- 
ager; Lee Epley, sales promotion manager, Chrysler Airtemp, and James 


Hirsch, TvB national sales director. 





the country. Better than a dozen areas 
on the west coast and mountain regions 
started schedules of minutes and 20’s at 
the end of last month, with the placements 
running for eight weeks. Jordan Schrieber 
is the timebuyer. 


GENERAL TOY CO. 
(Webb Associates, Inc., N. Y.) 


Fall plans are well under way for this toy 
giant, with contracts already being set 
with some stations. REMCO will spend 
about $114 million in the top 50 markets, 
using filmed minutes in kid shows for its 
“Fighting Lady” battleship and jet-plane 
items. AMERICAN DOLL will hit a 
similar large group of markets with a 
$500,000 budget. All schedules start in 
September to run 13 weeks until Christmas. 
President Bernard Schiff is the contact. 


HASSENFELD BROS., INC. 


(Grey Adv. Agency, Inc., N.Y.) 
Summertime plans for HASBRO toys, 
according to the company, include staying 
on the air in most existing markets 
through the end of June, then taking a 
brief hiatus, with mid-August set as the 


x Ef 
At McCann-Erickson, Inc., New York, 
timebuyer Nick Imbernone works on 
the Colgate-Palmolive account, buy- 
ing on Ajax, Spree, etc. 


return date. Filmed minutes on BRIDGIT 
and SCRAFFO—two toys currently being 
advertised—will again appear in the new 
schedules in kid programs and daytime . 
movie slots. Betty Nasse is the timebuyer. 


HENR?PS FOOD PRODUCTS 
co. 


(Mautner Agency, Milwaukee) 


For its salad dressing, this food processor 
is buying a number of major midwest 
markets. About 10-12 ID’s per week will 
run for brief periods. Margaret Flood, 
tv-radio director, is the contact. 


IDEAL TOY CO. 

(Grey Adv. Agency, N.Y.) 

This major spot user has announced its 
fall plans already, with some 38 major 
markets being set to start 14-week 
schedules in September. The placements 
will end, naturally, at Christmas. Heavy 
frequencies of minutes on kid shows will 
be used as in the past. Products to be 
featured include a space toy, ASTROBASE, 
and a robot, MR. MACHINE. Betty 


Nasse is the timebuyer. 


S. €. JOHNSON & SON, INC. 


(Foote, Cone & Belding, Inc., 
Chicago) 

Expanding from the Florida and California 
markets noted here Feb. 8, HOLIDAY car 
polish is currently getting schedules under 
way in about 23 major markets. Starting 
dates vary in relationship to the advent of 
warm, car-polishing weather. Filmed 
minutes in late-evening and week-end slots 
will aim for the male audience, with most 
schedules running over 10-week periods. 
Genevieve Lemper is the timebuyer. 


KEYSTONE CAMERA CO. 
(Bresnick Co., Inc., Boston) 


Having used spot successfully last fall in 
over 20 markets, this photographic 
company comes into seven top markets late 
this month with a four-week campaign 

on a special offer on electric-eye movie 
cameras and accessories. Mostly minutes, 




















PBN 
Salutes 


MICHIGAN 
WEEK 
MAY 15-21 


where 
Paul Bunyan Network 
Covers 

89,654 


Television 
Homes 


72,670 
Radio 
Homes 


25 Northern 
Michigan Counties 


Parts of Canada 


Paul Bunyan Network 


Les Biederman 
= General Monoger ‘S| 


Venard, Rintoul & McConnell 
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HIGHEST RATED LOCAL And that’s not all! ™ Largest share of audience* of all Baltimore TV 


stations. ™ Most newscasts of any Baltimore TV station. ™ Only Balti- 
more station that editorializes on community problems. ™ That’s why, 


L i V E Ss H OwsS Oo a ALL ; in Baltimore, no spot TV campaign is complete without the WBC station, 


uF 


BALTIMORE TV STATIONS . nar axa rot ron state veo | WWI ZO TW IS 


®6© WESTINGHOUSE BROADCASTING COMPANY, INC. ey 


Ter oom Coot 
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SPOT-BUYING FACTS NOT ON THE RATE CARD ABOUT WJZ-TV BALTIMORE 








with some 20’s, will run in nighttime slots, 
sports and news shows to reach a male 
audience. Account executive James 
Morgenthal notes that another major 
campaign is planned for fall, but details 
are not yet finalized. Media director 

Bob Finnegan is the buying contact. 


LEHN & FINK PRODUCTS 
CORP. 


(GMMEB, New York) 


A new product from this company is 
reportedly using filmed minutes in day 
and night positions in a few test markets. 
The item is a spray-on antiseptic labeled 
MEDI-QUIK. Bob Kutsche is the 


timebuyer. 


LEVER BROS. CO. 


(Ogilvy, Benson & Mather, 

Inc., N.Y.) 

A six-week campaign on LUCKY WHIP 
got under way early this month in about a 
dozen top markets. Daytime minutes are 
primarily used to reach the housewife. 
Bert Hopt is the timebuyer. 


LIBERTY LIFE INSURANCE 
co. 


(Merrill Anderson Co., Inc., N. Y.) 


Although it’s creating new films for a fall 
campaign, this regional insurance company 
will stay in its Greenville and Columbia, 
S. C., markets where it’s been on a year- 
around basis. A cutback from the half- 
dozen markets used in 1959 took place this 
year, with an expanded outdoor cam- 


r 


— 


station market, WTHI-TV 
fulfills its public service re- 
sponsibilities in a way that 
has gained for it the appre- 
ciation and support of its 
entire viewing area . . . a cir- 
cumstance that must be re- 
flected in audience response 
to advertising carried. 





Five full % hours of local 
fm 6public service program- 
ming each week. 


WTHI-TV 


CHANNEL 10 CBS - ABC 


TERRE HAUTE 
INDIANA 


Represented Nationally by Bolling Co. 
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The idea of “specialized” media buying hasn’t grown to the point of separa- 
tion of tv purchasing from radio—which means that most broadcast buyers 
happily can attend parties hosted by both tv and radio reps. Broadcast Time 
Sales is in the latter category, but the majority of buyers at its recent pent- 
house party in New York are also video customers. Shown above (Il. to r.) 
are John Curran, McCann-Erickson; Jim Curran, Jack Levins, Henry Peter- 
son and Mary Ellen Corcoran, all from Ted Bates, and Larry Reilly and Joe 


Levy of Grey Advertising. 


paign in the works. There’s hope, 
however, that the dropped video schedules 
will be reinstated next year. Filmed 20's in 
family-time slots are used, with the up- 
coming copy change featuring a stop- 
motion pitch for children’s protection, 
rather than the animated cartoon 
commercials now running. Vice president 
Daniel Hodges is the agency contact. 


MANHATTAN SHIRT CO. 
(Daniel & Charles, Inc., N. Y.) 


A small group of selected markets report- 
edly start schedules next week in this 


Agency Changes 


Account-switching swung back into high 
gear after a quiet two weeks, with several 
advertisers in the over-$l-million category 
finding new agency connections. 

Rival Packing Co. moved to Needham, 
Louis & Brorby, Inc., Chicago, from Guild, 
Bascom & Bonfigli, Inc., San Francisco, 
with its $l-million dog and cat food ac- 
count. 

A “routine” shift—in the terminology of 
Colgate-Palmolive Co.—found that adver- 
tiser’s Cashmere Bouquet soap going to 
Norman, Craig & Kummel, Inc., from 
D’Arcy Adv. Co. D’Arcy continues on 
Cashmere Bouquet beauty preparations and 
Halo shampoo, but the soap billings repre- 
sent a reported $1-million gain for NC&K. 

In Canada, Chrysler Corp. gave the 
BBDO Toronto office some $2.5 million in 
billings when it moved its Dodge, DeSoto 
and Dodge truck advertising from Grant 
Adv., Ltd. Grant, however, had $1.5 million 
in billings returned with the shift of 
Chrysler, Plymouth and Valiant cars and 
Fargo truck advertising from Ross Roy, 


company’s first spot drive of consequence. 
Day and night minutes will run about 
three weeks in a pre-Father’s Day promo- 
tion, supplementing network commercials 
on CBS-TV’s Be Our Guest. Isabelle 


Stannard is the timebuyer. 


OSCAR MAYER & CO. 
(J. Walter Thompson Co., Chicago) 


The Tampa-St. Petersburg area has been 
added to this meat company’s list of tv 
markets, and schedules are currently on 
the air. Other markets include Chicago, 
Atlanta, Milwaukee, Madison, Davenport 


Ltd. 

Consolidated Foods Corp. selected John 
W. Shaw Adv., Chicago, to succeed D’Arcy 
Adv. Co. as its agency for Monarch Finer 
Foods. 

B.W.B. Foods, Inc., moved Grandma 
Brown’s baked beans advertising from 
Flack Adv. Agency, Inc., Syracuse, to the 
Rumrill Co., Inc., Rochester. 

Knox-Reeves Adv., Minneapolis, was 
chosen to replace Klau-Van Pietersom- 
Dunlap, Milwaukee, on the feeds division 
of General Mills. 

A number of other accounts were con- 
sidering new agencies at press time, 
Among them were General Electric’s ap- 
paratus sales division, worth $1 million in 
billings and recently resigned by G. M. 
Basford; Remington Rand’s typewriter di- 
vision, worth $2 million and currently at 
Gardner Adv. Co., which lost Rand’s $1- 
million Univac billings to Fuller & Smith 
& Ross last month; Sherwin-Williams Co., 
currently at F&S&R and billing about $1.5 
million, and Pepsi-Cola of Canada, a $1.5- 
million account that recently dropped Ken- 
yon & Eckhardt, Inc. 
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and Philadelphia. Minutes are primarily 
used, although some programming is 
utilized. Each market receives individual 
treatment, with frequency and starting 
dates varying continually. Bob Brewster 
and Hal Farris are the buying contacts. 


NATIONAL MERCHANDISING 
CORP. 
(Harry M. Frost Co., Inc., Boston) 


A new-to-tv advertiser, this company makes 
plastic covers for telephone directories 
which feature paid advertisements by local 
merchants and are distributed free to 
phone owners. It’s embarked on a pro- 
motional drive similar to that used by 
Yellow Pages, requesting people to 
patronize the advertising firms. Spots are 
placed on 52-week schedules, with prime- 
time 20’s used on frequencies of about 

10 per week for the first three weeks, then 
four weekly afterwards. Some 10 markets 
are currently on the air, with more to be 
added in a continuing drive. Animated 
films feature Hooty The Owl telling view- 
ers “Who-o-o” provides handy services, etc. 
The firm has national distribution, although 
it doesn’t cover all of the very top markets. 
Account executive Aaron Schindler and 
tv-radio director Virginia Fairweather 

are the contacts. 


NESTLE CO. 

(McCann-Erickson, Inc., N. Y.) 
Following the flourish of activity from 
this company for QUIK and NESTEA 
(Spot Report May 2), DECAF moves 
into about 50 major markets on June 6th 
for a five-week campaign. Primarily 
evening and late-night minutes and 20’s 
will run in varying frequencies. Enid 
Cohn is the timebuyer. 


NOXZEMA CHEMICAL CO. 
(DCS&S, New York) 


Some slight additional activity was 
reported on NOXZEMA instant shaving 





James T. Larkin has been somal to. 


the newly created post of business 
manager of the International Divi- 


sion, American Broadcasting Co., it | 


has been announced by Donald W. 


Coyle, ABC vice president in charge | 


of that division. Mr. Larkin joined the 
network in August 1958 and last May 
was made supervisor of Western Di- 
vision sales service. 

lather, with about nine weeks of nighttime 
minutes set to start in limited markets 
about issue date. Some 25 markets were 


originally bought in mid-March for 13 
weeks. Stu Eckart is the timebuyer. 


PERSONAL PRODUCTS CORP. | 


(EWRE&R, New York) 

The spot drive made last summer will not 
be repeated for COETS this year, although 
a 13-week schedule is now in mid-run on 
stations in Philadelphia and Washington. 
Day and night minutes and 20’s are being 
used. Present plans call for similar 
schedules to be resumed in the same 
markets this fall. Bill Graham is the buyer. 


At a luncheon sponsored by the Station Representatives Association, Harold 
B. Simpson of William Esty Co., New York, received the third Silver Nail 
award as “timebuyer of the year.” (The award is named in honor of Frank 
Silvernail, retired BBDO media executive.) At a concurrent meeting in Chi- 
cago, chief timebuyer Genevieve Lemper of Foote, Cone & Belding, Inc., was 
named “Chicago buyer of the year.” Louis J. Nelson, vice president and mar- 
keting director, Wade Advertising Agency, Inc., Chicago, received the annual 
Gold Key award as “agency executive of the year.” Above (I. to r.) are Lewis 
Avery of Avery-Knodel, Inc., chairman of the awards committee; Mr. Nelson; 
Earl W. Kintner, FTC chairman, who spoke at the New York luncheon; Mr. 
Simpson, and H. Preston Peters of Peters, Griffin, Woodward, Inc., who is 


president of SRA. 
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ARB City-by-City Ratings March 1960 


BANGOR 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 
WaBt-EU Pek. TF wccccccccccccccccccccceSSel 
Brave Stallion* (ITC) wisz-tTv Mon. 6 ..33.1 
. This Man Dawson (Ziv-UA) wiLpz-tTv Thu. 7 29.9 
Life of Riley (CNP) wiez-tTv M-F 5:30 ..28.7 


BIRMINGHAM 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Huckleberry Hound (Screen Gems) 


WAPI-TV Thu. 6:30 ....cccccerccccces s+ 46.3 


. Whirlybirds (CBS) wsro-tv Fri. 7:30 ...38.9 
- Quick Draw McGraw (Screen Gems) 


BRISTOL-JOHNSON CITY 


2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Border Patrol (CBS) wors-tv Thu. 7:30 ..34.8 


. U.S. Marshal (NTA) wJHL-TV Thu. 8:30 ..27.1 


Amos ‘n’ Andy (CBS) wors-Tv Wed. 6:45 27.8 


. Shotgun Slade (MCA) wIsHL-Tv Tue. 8:30 27.4 


manta eh & 


Tombstone Territory (Ziv-UA) 

WEBE-EV Bri. 6 wccccccccccccccccccccceS bed 

Roy Rogers* (Roy Rogers Synd.) 

WLBz-TV Sat. 6 cccccccccces OS 
- Popeye (UAA) wisz-Tv M-F 5 ..........23.7 

Danger Is My Business (CNP) 

WLBZ-TV Thu. 6 .....cccccccccccccccccedlel 
- Manhunt (Screen Gems) wasi-Tv Wed. 6 ..20.8 

Not For Hire (CNP) wabi-Tv Sat. 10:30 ..18.9 

U.S. Marshal* (NTA) wasi-tv Wed. 8 ..17.9 

Flight* (CNP) wasi-tv Tue., Fri. 6 ....16.3 

Sergeant Preston of the Yukon* (ITC) 

WABI-EV Mom. FT .nccccccccccccccccccccl SD 

Bold Venture (Ziv-UA) wiLez-Tv Thu. 10:30 14.0 

Mike Hammer (MCA) waBl-Tv Sun. 11:15 13.6 


TOP FEATURE FILMS 
Saturday Western waBi-Ty Sat. 9-10 a.m. 17.6 
Late Show* wasi-Tv Sat. 11-12 mid. ....12.4 TOP FEATURE FILMS 
Saturlay Matinee* wapi-tTv Sat. 1-2 ......10.8 


Morning Show wiez-Tv Sat. 7:30-9:30 a.m. 4.7 - Early Show wapi-tv Thu. 
. Early Show wapi-tTv Mon. 


. Early Show wapi-tv Wed. 
. Thirteen Theatre warPi-Tv Sun. 3-5 
. Early Show wapt-tv Fri. 5-6 


. Popeye (UAA) wors-Tv M-F 6 4 
Cisco Kid (Ziv-UA) wors-tTv Thu. 6:45 ..21.8 
. Flight (CNP) wors-Tv Tue. 6:45 ......268 
- Rescue 8* (Screen Gems) 
Wors-Tv Mon. 9:30 ee 
. Tombstone Territory’ (Ziv-UA) 
WIJHL-Ty Tue. 7 
. Huckleberry Hound (Screen Gems) 
WOrn-sv Pel. S280 .ncccoscoccccccescsok 
- Medic (CNP) worsB-Tv Fri. 6:45 ........18.8 
waPi-ty Thu. 9:30 - Quick Draw McGraw (Screen Gems) 
. Roy Rogers (Roy Rogers Synd.) wors-Tv Wed. 5:30 
WAPI-TV Sat. 8:30 a.m. ........+ cocccceS Sef . Superman (Flamingo) wors-tv Thu. 
. Coronado 9 (MCA) wapt-Tv Fri. 7 .......23.1 . Little Rascals (Interstate) wsHL-TvV M-F 5 15.0 
. Colonel Flack (CBS) wero-tv Thu. 9 ....22.1 .- Looney Tunes (Guild) wors-tTv M-F 5 ...148 
. Trackdown (CBS) wsro-tv Thu. 8:30 ....21.4 
. Popeye (UAA) wapPl-Tv Sat. 8 a.m. ......21.4 


WAPI-Tv Mon. 6:30 ... 

Shotgun Slade (MCA) wero-Tv Fri. 9:30 ..32.6 
. Lock-up (Ziv-UA) weBRo-Tv Sat. 9:30 ....30.1 
. Sheriff of Cochise (NTA) 

wsBRo-Tv Tue. 6:30 cocccceesOel 
- Flight (CNP) wero-Tv Tue. 7 ..........28.1 
. Gray Ghost* (CBS) wero-tv Tue. 7:30 ..26.5 
. U.S. Marshal (NTA) wero-Tv Wed. 7:30 ..26.0 
. Four Just Men (ITC) wapi-tv Thu. 7 ....26.0 
. Tombstone Territory (Ziv-UA) 
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TOP FEATURE FILMS 


Six Gun Theatre* wors-Tv Sat. 7:30-8:30 26.9 
Gambling on the High Seas* 
wers-Tv Sun. 8-9 
- Code of the Secret Service* 
WOYB-TV Sat. 9-10 
Cabin in the Cotton* wors-Tv Sun. 9-10 . 
. Feature Film* wors-rv Sun. 3:30-5:30 .. 9.8 


TOP NETWORK SHOWS 
- Ed Sullivan wasi-tv 
Wagon Train wLsz-Tv oecee eo 5T.8 
Tre Price Is Right wiBz-Tv 000 084.1 
Cheyenne* WLBZ-TV 
Hawaiian Eye* WaBI-TV 
77 Sunset Strip* waBi-Tv 
The Real McCoys wLBz-tTv 
The Rifleman wLez-Tv 
G.E. Theatre waBI-Tv 


TOP NETWORK SHOWS 


- Wagon Train wors-Tv 
. Gunsmoke WJHL-TV 
- Desilu Playhouse* wJHL-TV 
. The Price Is Right wors-Tv 
- Have Gun, Will Travel wsHL-TV 
. Cheyenne wors-Tv 
. G.E. Theatre wJHL-TV 
. Rawhide wWJHL-TV 
Hotel de Paree WIJHL-TV 
. Ed Sullivan wsJHL-TV 


KNOXVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. Highway Partrol (Ziv-UA) watTs-Tv Sun. 6 37.6 
- Three Stooges (Screen Gems) 

WATE-TV Mon., Fri. 5:30 
- Life of Riley* (CNP) wsir-tv Sat. 7 ....32.5 
. Huckleberry Hound (Screen Gems) 

WATE-TV Mon. 6 
- Popeye (UAA) waTE-TV M-F 5 
- Not For Hire* (CNP) werr-Tv Thu. 7:30 29.1 
- Rescue 8 (Screen Gems) waTe-Tv Thu. 6:45 26.6 
- Sea Hunt (Ziv-UA) wsir-tTv Thu. 7 
- San Francisco Beat (CBS) werr-tv Fri. 
. U.S. Marshal (NTA) werr-Tv Sat. 10:30 .. 

9. Jeff’s Collie (ITC) watTe-tTv Thu. 5:30 ..25.9 
- Amos ‘n’ Andy (CBS) wair-tv Tue. 6:30 ..25.6 
. Shotgun Slade* (MCA) waTE-Tv Tue. 6:45 23.6 
- Quick Draw McGraw (Screen Gems) 

WATE-TV Wed. 6 
. Cisco Kid (Ziv-UA) watTe-tv Fri. 
- Superman (Flamingo) waTEe-Tv Tue. 6 ....22.1 


TOP NETWORK SHOWS 


. Gunsmoke WBRC-TV eececcee ee 48.0 
. Ed Sullivan werc-tv 

Wagon Train WAPI-TV 

- Ernie Ford waPi-Tv 

Have Gun, Will Travel wero-Tv 
Red Skelton WBRC-TV . 

- Desilu Playhouse* wBRo-TV 

. Johnny Ringo werc-Tv 

. Zane Grey Theatre wBRC-TV 

G.E. Theatre WBRO-TV 

. Alfred Hitchcock Presents wBRC-TV 


JOPLIN, MO.-PITTSBURG, KAN. 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Sea Hunt (Ziv-UA) KoAM-Tv Thu. 8 
Life of Riley (CNP) Koam-Tv Tue. 6:30 .. 
Lock-up (Ziv-UA) KoaM-Tv Tue. 7 
. This Man Dawson (Ziv-UA) 
KOAM-Tv Mon. 8:30 .. 
. JIchnny Midnight (MCA) KoAM-tv Thu. 9:30 
. Huckleberry Hound (Screen Gems) 
KOAM-Tv Thu. 6:30 
. U.S. Marshal (NTA) Koam-tv Sat. 8 . 
Grand Jury (NTA) KoOAM-TV Sun. 9:30 
Mike Hammer (MCA) KOAM-Tv Tue. 8:30 
. Rescue 8 (Screen Gems) KOpE-TV Thu. 8 .. 
Coronado 9 (MCA) KOAM-Tv Tue. 9:30 
. Shotgun Slade (MCA) KoaM-Tv Fri. 6:30 
- Ten-4 (Ziv-UA) KOAM-TV Sat. 5:30 
. The Vikings* (Ziv-UA) KopE-tTv Tue. 7 
. Trackdown (CBS) KopE-tTy Wed. 10 
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JACKSONVILLE 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
- Death Valley Days (U.S. Borax) 
wsxt Fri. 7 
- Badge 714 (CNP) wsxT Mon. 7 ........34.9 
. Shotgun Slade* (MCA) wsxtT Thu. 7:30 ..33.1 
Sea Hunt (Ziv-UA) wroa-tv Thu. 7 ......32.6 
. Highway Patrol (Ziv-UA) wroa-Tv 
Thu. 7:30 . 
. Trackdown* (CBS) wsxT Tue. 7 
- Mike Hammer (MCA) wsxt Thu. 7 ......26.5 
- Border Patrol (CBS) wsxr Wed. 7 ......26.1 
- Huckleberry Hound (Screen Gems) 
wrea-Tv Thu. 5:45 . 
. Popeye (UAA) wroa-Tv M-F 5 ..........24.5 
Manhunt (Screen Gems) wsxT Tue. 7:30 ..23.2 
. Quick Draw McGraw (Screen Gems) 
WFGA-TV Tue. 5:45 rrr rers > | 
Bugs Bunny (UAA) wroa-Tv Mon. 5:45 ..22.1 
. Man Without a Gun (NTA) wsxT Mon. 7:30 21.3 
Three Stooges (Screen Gems) 
WEP Gat. 11 Gm. ccccccceccecs 
- Johnny Midnight (MCA) wsxT Sat. 7 .... 
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TOP FEATURE FILMS 
Prairie Playhouse wrca-Tv Sat. 9-10 
Errol Flynn Theatre wroa-Ty Sun. 2-3:30 11.0 ~ 
Super Western Theatre wroa-Tv Sun. 3:30-5 10.7 = TOP FEATURE FILMS 
7, . First Run Movie Kopp-Tv Sat. 10:30-11:45 
Western Theatre* wroa-tv Sat. 1:15-2:15 10.6 " . . Roy Rogers Feature* WATE-TV 
Western Theatre Kopm-Tv Sat. 1-2 ........ 11. - at 
Saturday Movie* wsxT Sat. 2-3:30 ...... 8.6 Sat. 5:30-6:30 
.« Sunday Morning Feature 
a - Late Show wsir-tTv Sat. 11-1 a.m. 
KOAM-Tyv Sun. 10:45-12:30 ne 2 onan 
. Early Show wair-ty Wed. 5-6: 
- Owl Show KOAM-Tv Sat. 11:15-1 e 
= “ti a . Early Show wsrr-tTv Tue. 5 
. First Run Movie Kopge-tv Fri. 11-12:15 a.m. “ . <a 
. Early Show wsir-Tv Mon. 5-6: 


TOP FEATURE FILMS 


TOP NETWORK SHOWS 


. Wagon Train wroa-Tv 

Gunsmoke WJxT .. 

- Have Gun, Will Travel wsxT ... 

Red Skelton wsxT 

. Maverick wFrGa-TV 

I've Got a Secret wsxT .. 

- Desilu Picyhouse* wsxt 2000 39.6 
Ernie Ford wroa-Tv - 39.2 
The Price Is Right wrea-Tv .. occeee 88.9 
- The Real McCoys wroa-tv 

. Rawhide wsJxT ..... 


TOP NETWORK SHOWS 


- Wagon Train KOAM-TV 

The Real McCoys KOAM-TV 
rnie Ford KOAM-TV 

Tales of Wells Fargo* KOAM-TV 
Cheyenne KOAM-TV 

The Rifleman KOAM-TV . 
Gunsmoke KODE-TV 

The Price Is Right KOAM-TV 

. You Bet Your Life KoAM-TV 
Peter Gunn* KOAM-TV 


TOP NETWORK SHOWS 
. Wagon Train WATE-TV 
. Gunsmoke WBIR-TV 
Have Gun, Will Travel wsir-Tv 
The Price Is Right watTs-tTv 
Bat Masterson WATE-TV 
Ernie Ford WATE-TV 
Riverboat WATE-TV 
Rawhide wWBsIR-TV 
. Bonanza WATE-TV 
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*Indicates programming changes during four-week 
period. Ratings for one-week are given. 
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ARB City-by-City Ratings March 1960 


CEDAR RAPIDS-WATERLOO 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


. Mike Hammer* (MCA) wmMt-Tv Sat. 10 ..35.0 
. Huckleberry Hound (Screen Gems) 

wmt-Tv Thu. 5 ceccccccccccccc cd eed 
. Quick Draw McGraw (Sereen Gems) 

wot-tTv Tue. 5 eccccscecececccente® 
. Superman (Flamingo) wmT-Tv Wed. 5 ....27.5 
. Four Just Men* (ITC) wmt-tTv Sat. 9:30 27.3 
. Coronado 9 (MCA) wMtT-Tv Fri. 7:30 ....26.0 
. Cannonball* (ITC) wmt-Tv Wed. 7 ......24.0 
. U.S. Marshal (NTA) watT-Tv Tue. 10 ....22.9 
. Lock-up (Ziv-UA) wmMt-tv Thu. 10 ......21.4 
. Grand Jury (NTA) wmt-tTv Sun. 10 ......19.9 

Rishop Sheen* (NTA) wmtT-Tv Thu. 6:30 19.3 
. Manhunt (Screen Gems) wmt-Tv Wed. 10 18.8 
. Not For Hire (CNP) wmt-tv Fri. 10 ....18.6 
. Whirlybirds (CBS) KcrG-Tv Sun. 6 ......18.2 
. Dick Powell Theatre (Official) 

KWWI-TV Tue. 7:30 .ccccccccccccvccscclS.S 


TOP FEATURE FILMS 


Big Movie wMt-Tv Sat. 11-1 a.m. .......11.1 
. Saturday Morning Show* 

WMT-TV Sat. 11:30-12:30 .....ee0ee000410.0 
. Tower Theatre wMT-Tv Thu. 11-12:30 a.m. 7.6 
. Big Movie wmt-tv Fri. 11-12:45 am. .. 6.9 
. Feature Film KWwL-Tv Sat. 3:30-5:30 .. 5.8 


TOP NETWORK SHOWS 


Red Skelton WMT-TV .eseeeecccececesees S10 
Gunsmoke* WMT-TV .....cececccceeeseee4T3 
Garry Moore WMT-TV ecccccccccec4l8 
What’s My Line WMT-TV ......eeeeeee++ 40.7 
Danny Thomas WMT-TV ...eecsecceceees +387 
Have Gun, Will Travel* wMT-TV .........38.0 
Ed Sullivan WMT-TV ....0-sccecccecesecdd9 
I’ve Got a Secret WMT-TV ooee ee 84.4 
. Playhouse 90" WMT-TV ... weno 34.0 
Father Knows Best WMT-TV ...eeee00++++33.7 


ROANOKE 


3-Station Report 


(four-week ratings) 


TOP SYNDICATED FILMS 


. Sheriff of Cochise (NTA) 

wpns-Tv Fri. 8:30 
. Medic (CNP) woss-tv Fri. 
. Manhent (Screen Gems) wsis-tTv Wed. 7 ..31.6 
. Death Valley Days (U.S. Borax) 

WDBJ-TV Mon, 7 .... 
. Three Stooges (Screen Gems) 

WSLs-TV M-F 5:30 
. Huckleberry Hound (Screen Gems) 

WSLs-TV Fri. 
. Whirlybirds (CBS) wsis-tv Tue. 6 
. Quick Draw McGraw (Screen Gems) 
WSLS-TvV Wed. 6 . 
. Shotgun Slade* (MCA) wsLs-Tv Tue. 7 ..24.9 
. Lock-up (Ziv-UA) woss-tv Thu. 9 ......23.3 
. Superman (Flamingo) ws.s-Tv Thu. 6 ....23.2 
. Looney Tunes (Guild) wons-tTv M-F 5 ...22.8 
. Tombstone Territory* (Ziv-UA) 
wpons-TvV Tue. 7 .. 
. Jeit’s Collie (ITC) wpns-tTv Wed. 7 .....19.0 
. Crusade in the Pacific (Sterling) 

wpsJ-Tv Sun. 6 .. 


TOP FEATURE FILMS 


. Early Show woss-tTv Wed 5-6:30 ........10.8 
. Western 10 Theatre wsis-Tv Sat. 9-10 ....10.2 
. Early Show wpus-tTv Tue. 5-6:30 ........10.1 
. Early Show woss-tTv Mon. 5-6:30 ...... 9.9 
. Early Show woss-tv Fri. 5-6:30 ......-. 8.4 


TOP NETWORK SHOWS 


- Wagon Train WSLs-TV .... 

.« Gunsmoke WDBJ-TV 

The Price Is Right WSLS-TV ......++.+++47.6 
Ed Sullivan wpsJ-Tv 00000 4T.3 
Have Gun, Will Travel wpByJ-TV .........47.1 
To Tell the Truth WDBJ-TV ......++0++.45.4 
Peter Gunn* WSLS-TV cocccccceccc4S.4 
Laramie WSLS-TV cccccccccec Gael 
Rawhide WDBI-TV ......ccecesecceceesee42.0 
Ernie Ford WSLS-TV ....2..cccccccccec ce 40.9 


. The Beal McCoys wrvw 


. Gunsmoke WERT 

. Welk’s Dancing Party* wrvw 
. The Price Is Right wrin-Tv . 
- Red Skelton WENT ... 


. Cheyenne WTVW ...... 


- Cannonball (ITC) KTIv Thu. 9:30 

. 26 Men (ABC) kvrv Fri. 

. The Vikings* (Ziv-UA) evTv Mon. 8:30 .. 
. Whirlybirds (CBS) kvtv Sun. 8:30 


. Highway Patrol (Ziy-UA) KvTv Tue. 


SOHN AAO mw ee 


. Border Patrol (CBS) kTiv Thu. 7:30 weed. 
- Quick Draw McGraw (Screen Gems) 


. Wagon Train KTIv 
. Red Skelton KvTv 


. Gunsmoke KvTV 

. Ed Sullivan kKvtv 

. Ernie Ford KTIV .... 

. What’s My Line kKvtTv 

. Father Knows Best KvTV ... 
. The Real McCoys* KvTv 


EVANSVILLE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Sea Hunt (Ziv-UA) wrvw Sat. 9:30 ....26.4 


- Huckleberry Hound (Screen Gems) 


wrvw Thu. 6 cocscccccccetees 


. Not For Hire (CNP) wrie-tvy Thu. 9:30 21.8 
- Rescue 8 (Screen Gems) wrvw Sun. 6 ....21.5 
. Roy Rogers (Roy Rogers Synd.) 


wtvw Fri. 6 eccccedl.l 


- Quick Draw McGraw (Screen Gems) 


wtvw Tue. 6 
Superman (Flamingo) wrvw * Mon. 6 


. This Man Dawson* (Ziv-UA) 


WFIB-TV Wed. 9:30 


- Man Without a Gun* (NTA) ° wrvw Wed. 6 16.9 _ 
. Coronado 9 (MCA) wrvw Mon. 9:30 ....16.5 
. Mr. District Attorney* (Ziv-UA) 


WEHT Sat. 5:30 


. Johnny Midnight (MCA) wtvw Sat. 10 
. Popeye (UAA) wrvw M-F 5 
. Lock-up (Ziv-UA) wrvw Tue. 8:30 .... 


Navy Log (CBS) wris-tTv M-F 5:30 ......13.9 


TOP FEATURE FILMS 


. Late Show wrie-tv Sat. 10:45-12:30 a.m. 8.5 
. Western Trail* wrvw Sat. 1-2 .......... 8.0 
. Six Gun Playhouse* went Sat. 12-1 .... 8.0 
. Million Dollar Movie wrvw 


Fri. 10:20-12:30 a.m. 


- Million Dollar Movie wrvw 


Thu. 10:30-12:30 a.m. 
TOP NETWORK SHOWS 


Wagon Train wFis-Tv 
Ernie Ford wrin-Tv .. 


What's My Line went 
Maverick WIvw ....... 


SIOUX CITY 


2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Lock-up (Ziv-UA) KvyTv Fri. 


U.S. Marshal* (NTA) KvtTv Thu. 10 
Bold Venture* (Ziv-UA) KvTv Thu. 9:30 .. 
Coronado 9* (MCA) kKTIv Fri. 8:30 


eovnonsteaan 


. Huckleberry Hound (Screen Gems) 


Kvtv Thu. 5:15 


om 


KvTv Tue. 5:15 


a 


2. Popeye (UAA) Kvtv M-F 5 


Three Stooges* (Screen Gems) 
Kvtv Wed. 6:30 ..... 


. My Little Margie (Official) KvTv a. 5:15 14. 


TOP FEATURE FILMS 


. Academy Award Playhouse 


Kvtv Sat. 11-12:45 a.m. 


. Friday Theatre Kvtv Fri. 11-1 a.m. 
. Playhouse 45 KTiv Sat. 3:30-4:30 .. 
. Worlds Greatest Movies 


Kvtv Tue. 11-12:30 a.m. 
World’s Greatest Movies 
Kvtv Thu. 11-12:30 a.m. .. 


TOP NETWORK SHOWS 


Garry Moore KvTV ... 


a ee ee 


Welk’s Dancing Party* KTIV .. 


. Wagon Train KMJ-TV 
. The Real McCoys KsEo 


. Gunsmoke KFRE-TV 
- Hawaiian Eye KJEO 
. Father Knows Best KrRe-tv 


- Have Gun, Will Travel Krre-ty . 
- Ozzie and Harriet KJEO 
- Donna Reed KJEO ..... 
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FRESNO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


+ Highway Patrol (Ziv-UA) kms-TvV Mon. 7 ..33.2 
- Sea Hunt (Ziv-UA) Krre-Tv Sat. 7 ......26.8 
- Manhunt (Screen Gems) KMJ-TV Tue. 7 ...24.3 
- Huckleberry Hound (Screen Gems) 


K3R0 Thu. 6 


. Quick Draw McGraw (Screen Gems) 


KsJEO Mon. 6 ... 


. Whirlybirds (CBS) 1 KJEO Thu. 6:30 


Shotgun Slade (MCA) ksBo Thu. 7 ...... 


. Death Valley Days* (U.S. Borax) 


Krare-tv Fri. 7 


+ Tombstone Territory (Ziy- UA) KyE0 Tue. 7 18. 8 
. Medic (CNP) KMs-TV Wed. 7 .....2+6+-18.5 
. Three Stooges* (Screen Gems) 


KFRB-TV M-F 6:30 ......44- 


. San Francisco Beat (CBS) 


KMJ-Tv Tue., Fri. 6:15 
Superman (Flamingo) KyEo Tue. 6 ......16.2 


- Deadline (Flamingo) Krre-ty Mon. 7 ....14.9 
- Rescue 8 (Screen Gems) KyJEO Tue. 6:30 ..14.8 


TOP FEATURE FILMS 


. Early Movie Kms-Tv Sun. 5:30-7 

- Request Movie kymo Fri. 6-7:30 .........15. 
. Academy Award Theatre Kyno Sun. 5:30-7 10.3 
. Finest Movie KMs-TV Fri. 10-12:15 a.m. .. 5.6 


Saturday Matinee Kypo Sat. 2-3:30 3 


TOP NETWORK SHOWS 


Red Skelton KFRE-TV 


Perry Mason KFRE-TV 


owanrwoeooxnae 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Huckleberry Hound (Screen Gems) 
KTUL-TV Thu. 6 ...... 


- Lock-up (Ziv-UA) Kory Fri. 7:30 
. Whirlybirds (CBS) kvoo-tTv Thu. 7 


Quick Draw McGraw (Screen Gems) 
KTUL-Tv Tue. 6 ..... 


- Sea Hunt (Ziv-UA) KTuL Tue. 9:30 


Superman (Flamingo) KTuL-TV Mon. 6 ....17. 


+ Manhunt (Screen Gems) KVYOO-TY Mon. 8:30 17. 
+ Mike Hammer (MCA) kTUL-Tv Thu. 9:30 17. 


Roy Rogers (Roy Rogers Synd.) 
KTUL-TY Wed. 6 


. Popeye (UAA) KTUL-TV Fri. 
. Three Stooges (Screen Gems) 


KoTv M-F 5:15 


. The Vikings (Ziv-UA) kotv Wed. 8 
. Johnny Midnight* (MCA) korv Sat. 


Championship Bowling* (Schwimmer) 
KOTV Sun. 1 ...ceeee 
Grand Jury (NTA) 


TOP FEATURE FILMS 


- Toeatre 8 KETUL-TV Fri. 10:30-12:15 a.m. 10. 
. Theatre 8 KTUL-TV Sun, 10:30-12 mid. ..10. 
. Hollywood Showtime 


KoTV Fri. 10:30-12:15 a.m. 


. Theaire 8 KTUL-TV Sat. 10:30-12:15 a.m. . 


Lerenzo’s Kids Matinee* Kotv Sat. 1-3 


TOP NETWORK SHOWS 
Wagon Train KVOO-TV 
Gunsmoke KOTV .. 
Red Skelton KOoTV 


. Have Gun, Will Travel KoTV 


The Rifleman KTUL-TV 


. Cheyenne KTUL-TV 

- The Real McCoys KTUL-TV 

. Rawhide KoTv 

. Zane Grey Theatre KOTV .... 
10. Lawman KTUL-Ty . 
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Of Pitchers and Pitchmen 


Source Book 
of 

TY Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


All right, sports fans, here’s a question for you: which baseball club 

—the Pittsburgh Pirates or the Boston Red Sox—has the better actors? 
Well, the World Series between the 

two teams for a championship flag for 

The contest 

started when the Ford Dealer Associa- 

tion in both Pittsburgh and the New 

England area signed to sponsor major- 

league ball telecasts in their markets. 

Both groups had the same advertising 

agency, J. Walter Thompson Co., Inc., 

and both wanted distinctive Ford com- 





thespians is now on. 


mercials with strong local appeal. 
Ray Leicht, chief of the JWT Ford 
Dealer tv copy group, decided to get 
local appeal by featuring each mar- 
ket’s top sportscasters in the films 
along with the ball clubs’ stars. He proposed writing a single set of eight 
commercials, then shooting them twice—once for each dealer group. 
JWT producer Chick Green headed 


a film crew at the Pirates’ training 


Product Groups Include: 


Shoe stores and 
Manufacturers camp at Fort Myers, Fla., where an- 


nouncer Carl Ide quizzed manager 
Farm Implements and 


Machinery 


Electric Power Companies 


Danny Murtagh and players Elroy 
Face, Dick Groat, (above) Vernon Law 
and others about their Fords. Thompson 
producer Jim Marshutz filmed an- 
nouncer Curt Gowdy and players Vic 
Wertz, (left) Frank Malzone, Jerry Ca- 
sale and others at the Red Sox spring- 


Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 


training grounds at Scottsdale, Ariz. 

The problem of shooting two series 

of spots—one for each league—could 

have been avoided, it seems, simply by 

hiring baseball’s czar to star in the films—and the dealers would have 
benefited from the built-in commercial in Commissioner Frick’s first name. 











Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 
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PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


| Ten-week schedules kicked off late last 


month for LAVA soap in 31 markets along 
the Atlantic coast and in the southwest, 
with a few in the eastern area. Nighttime 
filmed minutes are running on a one-per- 
week frequency. The campaign is basically 
for product identification and future 
expansion purposes. Phil Pegg is the 
timebuyer. Additional buying was reported 
on for SECRET deodorant—possibly 

with funds from cutbacks on P&G cake 
mixes in some areas—with more than 100 
markets running nighttime minutes for 
the company’s contract year. Frequencies 
range from four spots per week in small 
markets to six-and-up in larger ones. John 
Stetson is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N.Y.) 


Activity was reported for DRENE 
Shampoo, with scattered markets getting 


light frequencies of nighttime ID’s to run 
indefinitely. Tim Tully is the timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N.Y.) 
The second week of this month was 
reported as the starting date in a number 
of top markets for BIG TOP peanut 
butter, a P&G product that has done little 
tv scheduling in some time. Minutes in 
kid shows and daytime periods will run 
for an indefinite period. Mal Ochs is the 
timebuyer. 


RAYCO MANUFACTURING CO. 
(Mogul, Williams & Saylor, 

Inc., N.Y.) 

RAYCO’s “quality image” campaign will 
steam along in its present 50 markets, 
picking up frequencies for the big summer 
push sometime this month. Nine new 
musical filmed minutes and assorted new 
billboards and ID’s are in the works and 
will be staggered through the operations. 
Lynn Diamond is the buyer. 


Cost 
Ame 
tres 

whic 
cove 
locat 
mile 


pleti 
powe 
feet | 
and | 





READER’S DIGEST 
(J. Walter Thompson Co., Inc., N.Y.) 


Following through on the campaign it’s 
run for the past several issues, READER’S 
DIGEST comes in again this month with a 
promotion on its June volume. More than 
80 markets will get a week of prime-time 
ID’s, with the book’s Group 1 markets 
starting the 19th and Group 2 markets 
starting the 24th. A special-price pitch 
will go in Group 1, while a general 
“get-the-issue” approach will be used for 
Group 2. Similar campaigns are planned 
for the next few issues. Mario Kircher 

is the buying contact. 


REVLON, INC. 
(Mogul, Williams & Saylor, 
Inc., N.Y.) 


In one of its biggest campaigns, HI AND 
DRY deodorant kicked off schedules last 
week in a great many top markets. Day 
and night minutes in strong frequencies 
run for about four weeks as the agency 


expends its Revlon budget before the 
account switches to Grey Adv. July 1. 
(There are reports that Grey is already 
moving to set immediate schedules, with 
Herb Gandel serving as timebuyer.) Ed 
Tashjian is the MW&S buying contact. 


F. & M. SCHAEFER 
BREWING CO. 

(BBDO, New York) 

The brewer, which last month set 52-week 
schedules in Albany, Philadelphia and 
Hartford (and renewed in New York), has 
just added Syracuse and Portland, Me. 
Prime evening minutes, 20’s and ID's 

are being used. John Nielan is the 
timebuyer. 


SCHICK, INC. 
(Benton & Bowles, Inc., N.Y.) 


As noted here’ last issue, a spring campaign 
was imminent for SCHICK electric 
shavers. Last week saw the start of 





Buyer’s Check List— 


New Stations 


Kroy-tv Hot Springs, Ark., channel 9, 
expects to begin telecasting this summer. 
Construction has begun on a tower which 
will be 650 feet above ground radiating a 
power of 263 kw. Permittee is Southwest- 
ern Operating Co., headed by Donald W. 
Reynolds, who is 100-per-cent stockholder. 
John Whitt is acting manager. Network 
affiliation has not been set as yet. Na- 
tional sales representative is Headley-Reed, 
Inc. 


WOLE-tv Aquadilla, P.R., channel 12, 
went on the air May 1 covering the west- 
ern half of the island. The station, which 
is sold in combination with wapa-Tv San 
Juan and wsur-tv Ponce, radiates a video 
power of 33.1 kw and audio power of 16.6 
kw. It operates from 11:30 a.m.-11 p.m. 
weekdays, 4-11 p.m. Saturdays and 2:30-11 
p.m. Sundays. Caribbean Networks, Inc., 
is national sales representative. 


Televisora de Costa Rica, San Jose, 
Costa Rica, began operations on May 6. 
American Broadcasting-Paramount Thea- 
tres holds a minority interest in the station, 
which is said to afford almost complete 
coverage of the country. Its transmitter is 
located atop a 6,000-foot mountain six 
miles from San Jose. 


Station Changes 


KcMC-TV Texarkana became a primary 
affiliate of ABC-TV on May 1. Station will 
continue to carry some CBS-TV programs. 


KKTV Colorado Springs-Pueblo, channel 
1h, has set a target date of July 1 for com- 
pletion of its new tower and increases in 
power. Station’s tower will go from 197 
feet above ground to 347 feet above ground 
and 2,380 feet above average terrain. Pow- 


er will go from 107.5 kw visual and 54 kw 
aural to 232.6 kw visual and 116.3 kw 
aural. 


KoTI-Tv Klamath Falls, Ore., is now avail- 
able to CBS-TV advertisers as an Extended 
Market Plan affiliate at the current Class 
A hour rate of $50. Previously, the station 
was on a no charge-no rebate basis for 
advertisers ordering KIEM-TV Eureka and 
KBES-TV Medford, Ore., at the combinaiton 
rate of $275 per Class A hour. 


KrBc-Tv Abilene has appointed Headley- 
Reed, Inc., as national sales representa- 
tive, effective immediately. 


WEAR-TV Mobile-Pensacola, channel 3, 
has gone on the air from its new transmit- 
ter site with an increase in power. Trans- 
mitter was moved approximately 25 north- 
west of its original site. It is 1,295 feet 
above average terrain radiating video power 
of 100 kw. Old transmitter was 580 feet 
above average terrain, with a video power 
of 52.5 kw. 


Network Rate Increases 


ABC-TV: 


wesc-tv Charleston, S.C., from $400 to 
$425, May 1. 


WEAR-TV Pensacola, from $375 to $400, 
May 1. 


wkyT Lexington, from 100 to $140, May 
1 


wLw-p Dayton, from $1,100 to $1,200, 
May 1. 


CBS-TV: 
wkrc-Tv Cincinnati, from $1,300 to $1,- 
500, May 1. 


wkytT Lexington, Ky., from $100 to $140, 
May 1. 


placements of nighttime minutes and 
prime ID’s in an undisclosed number of 
markets. The market list is smaller than 
the 100 areas used last year, with heavier 
frequencies and the prime-time spots 
causing the reduction. The campaign will 
run through mid-June, covering the 
graduation and Father’s Day periods. 
Tom McCabe is the timebuyer. 


JOSEPH SCHLITZ 
BREWING CO. 

(Gordon Best, Inc., Chicago) 
OLD MILWAUKEE beer set heavy 


saturation-type schedules for the summer 
months in its primary markets, mostly in 


Agency Appointments 
Richard M. Dunn joined Wade Adv., 
Inc., Chicago, as director of broadcasting 
to supervise all tv activities at the agency. 
He formerly was assistant to Lewis Titter- 


MR. DUNN 


ton, Compton Adv., Inc., vice president in 
charge of that agency’s tv programming 
department in New York. Other agency 
connections include N. W. Ayer & Son, 
Stockton-West-Burkhart and the Biow Co. 

Beverly Baker, formerly assistant to the 
advertising-public-relations director for the 
Duncan Hines organization, was named 
tv-radio director for William Spitz Adv. 
Agency, Syracuse. 














TATION NETWORK 
. and PERSONAL 


REPRESENTATIVE 
Ctialelh M 


KELO-TV, Sioux Falls, S. D. 

KROC-TV, Rochester, Minn. 

KSBW-TV, Salinas, Calif. 

WIMA-TV, Lima, Ohio 

WPEN-TV, Traverse City, 
Mich. 


235 East 46th St., New York 17, N. Y. 
Plaza 5-4262 
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WWLP 


SPRINGFIELD, 
MASSACHUSETTS 


a 7 
over 300,000 Television homes 
ug Bonus Coverage 


WRLP channel 32 


76P COVERAGE: ToP RATINGS 


SEE YOUR HOLLINGBERY REPRESENTATIVE 





WMAR-TYV 


CHANNEL 


IS NO. 


in Station Audience Circulation 
in the Greater Baltimore— 
Maryland Market. 


TV Home Potential 


856,900* 


*ARB March 1960 


WMAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 
Represented Nationally by 
THE Katz AGENCY, INC. 
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Gathered at a Chicago cocktail party given in honor of the sponsors and 
agencies of ABC-TV’s The Untouchables were: (1. to r.) David Duensing, 
advertising and sales promotion director of Armour & Co.; J. M. Hoerner, 
Armour’s vp and general manager; William Forrest, FC&B; Robert MacLean, 
marketing director of Armour; Untouchables star Robert Stack; David Keil, 
production manager of Dial soap; Mark Newberry, assistant marketing di- 


rector of Armour. 





Michigan and nearby states. Minutes and 
20’s started early this month on frequencies 
of about 20 spots per week. Chief time- 
buyer Helen Wood is the contact. 


SEALTEST DIV., National 
Dairy Corp. 

(N. W. Ayer & Son, Inc., Phila.) 
Although the bulk of this firm’s advertising 
budget goes into Bat Masterson on net- 
work, there were reports that a few 
scattered markets might get some 
supplementary schedules for SEALTEST 
ice cream. The talked-of placements 
would run about four weeks this month 
and next, with day and night minutes 


| being used. Mary Donleavy is the 


timebuyer. 


STANDARD OIL CO. OF 





Scholarships 


The Branham Co., broadcast 
representative, is offering two 
scholarships in the name of John 
M. Branham and John Petrie to 
the children and grandchildren 
of employes of Branham-repre- 
sented properties. 

Each award will be worth 
$500 paid to the college or uni- 
versity of the student’s choice. 
Selection will be based on scores 
made on the aptitude test of the 
College Entrance Examination 
Board, and on high-school 
achievement in scholarship and 
extra-curricular activities. 

Full particulars on the awards 
may be requested from the man- 
agement of the Branham sta- 
Winners will be an- 
nounced on or about Sept. 10, 
1960. 


tions. 











CALIFORNIA 
(BBDO, San Francisco) 


A spring campaign got under way late last 
month in 25 markets in the west for 
Methyl, a new antiknock gasoline com- 
pound. Filmed minutes and 20’s are 
running as a supplement to the oil firm’s 
regular weekly Sea Hunt series. Ralph 
Grady is the media contact. 


U. S. TIME CORP. 
(W. B. Doner & Co., N. Y.) 


In its initial spot campaign after several 
years of relying on network specials 
exclusively, TIMEX watches starts two 
weeks of filmed minutes next month in a 
pre-Father’s Day drive in about 55 markets. 
A similar promotion is planned for late 
summer in an off-to-schoo] push. Frequency 
will be about 16 spots weekly per market. 
Carol Hardy is the timebuyer. 


John J. Cody has been named sales 
manager of WHEC-TV Rochester, suc- 
ceeding LeMoine C. Wheeler, whose 
retirement has been announced by 
Lowell MacMillan, wuec-tv general 
manager. Mr. Cody is a native of 
Stamford, Conn., and came to WHEC 
in 1955 in radio sales. He had previ- 
ously been with wwJG Hornell. 
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News (Continued from page 23) 


In 1958 $23 billion was spent by 
newly married couples in setting up 
their homes. Fifteen years from now 
marriages will have increased 59 per 
cent, and the amount spent by newly- 
weds and their families and friends 
will swell accordingly. 

Each marriage generates a demand 
for about $15,000 worth of goods and 
services that would not otherwise be 
bought. On such items as waffle irons, 
electric mixers, bed spreads and 
toasters, 40 to 50 per cent of the 
total retail sales are created by the 
marriage market. 

The BBDO survey goes on to give 
statistics on the number of marriages 
from 1938 through projections up to 
1975, on marriages by state, percent- 
age of weddings in each month, age 
of brides, etc. 

Other factors studied by the BBDO 
report include items a girl collects 
during her teens for her future use 
as a married woman; the percentage 
of brides who have each of certain 
appliances, of linens, china, silver 
and glassware by their wedding day; 
the influence a bride exerts over her 
wedding gifts; types of honeymoons 
and wedding trips. 

Young married women were also 
asked which products were most im- 
portant to have at the time of mar- 
riage. Ninety-four percent answered 
bedroom furniture, 89 per cent said 
linens, 88 per cent noted living-room 
furniture. Other items were refriger- 
ators, automobiles, washing ma- 
chines, dinette sets, television and 
radio sets and rugs. 

The report gives a great deal of 
information which could be of use 
to advertisers who sel] to the growing 
bridal market. 


Advice to Magazines 


It’s not unusual to hear a broad- 
cast salesman speak of magazines as 
a “dead” advertising medium, but 
when a print vice president implies 
as much—as Jack Benny would say, 
Well! 

The implication was delivered at 
a recent address before the Ameri- 
can Marketing Association research 
discussion group by James Gediman, 





Nielsen 


The annual summary report 
of the A. C. Nielsen Co., “Tele- 
vision 60,” is off the press giving 
“some salient dimensions of the 
medium — nationally and 
locally.” 

Sixth in a series of such re- 
ports published by Nielsen, the 
booklet offers a statistical out- 
line of the medium and an in- 
dication of trends in broadcast- 
ing for the year. 

Copies may be requested from 
Wynn Bussman, A. C. Nielsen 
Co., 2101 Howard St., Chicago 
45. 





vice president for Hearst Advertis- 
ing Service. Decrying the trend in 
magazine research to create bigger 
audience figures than those found in 
tv sales presentations, Mr. Gediman 
said, “What is involved is whether 
pink, blue or yellow drawers would 
look best on a corpse.” 

Whether or not magazines are 
ready for the grave, the Hearst ex- 
ecutive called for greater reliance 
on Audit Bureau of Circulation fig- 
ures—which are “limiting figures” 
—rather than on ad-page-exposure 
data which results in astronomical 
numbers and confusion of similar 
proportions. 

Seconding Mr. Gediman’s point 
was Don Durgin, sales vice president 
for NBC-TV, who told the group, 
“Let's use media research to help 
the buyer rather than confuse him.” 
Television, he noted, has progressed 
in a decade from using a standard 
Nielsen rating measure of total audi- 
ence to using the average-audience 
figure. This figure does not take into 
account audience turnover during a 
program—viewers who watch only 
for a short period of time. The 
standard AA measurement is there- 
fore much more conservative than a 
total-audience figure. 

Magazines, he said, have moved in 
the other direction. Total circulation 
was the common yardstick 10 years 
ago, but now such things as “pass-on 


readership,” “ad-page exposure,” etc., 


have provided much larger figures 
than a decade ago. The concept of 
ad-page exposure, Mr. Durgin stated, 
does not involve “reading . . . not 
noting . . . not even ‘seeing’—just 
the split-second opportunity to look 
at a page with no assurance of any 
degree of awareness whatsoever.” 
An improvement suggested by the 
NBC-TV sales head would be the de- 
velopment of regular, 
print readership reports for maga- 


continuing 


zines and newspapers, rather than 
the infrequent Starch and Gallup- 
Robinson studies relied on now. 
Pointing out that television’s share 
of the expenditures of the top 100 
1958 amounted to 
about 50 per cent of the total placed 


in seven media, Mr. Durgin wondered 


advertisers in 


if it were only coincidental that tv 
is also the best-researched medium. 
More than 200 different 
measurements are available, he said, 


individual 


for every telecast of every sponsored 
that 
such a large number of measure- 


network program. Admitting 


ments is more than can be processed 


business safari 7 


Yes, take a “Business 
Safari” to Hotel Sahara 
in Las Vegas . . . Plan 
your next. meeting, 
presentation or convention 


at Hotel Sahara . . . 600 
deluxe rooms .. . star 
studded shows .. . famous 


foods . . . special 
arrangements for all media 
and advertising events .. . 


HOTEL 


—SAVARA 


LAS VEGAS NEVADA 


SSesCeeeeseoeeeeoeeoeoeeeeeeeeeeeeeeeeeeeeeveeee® 





For Reservations: 


Write, wire or 
McDonald, Hotel 
Vegas, Nevada 


phone Herb 
Sahara, Las 
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and digested, he stated that each can 
provide useful information to a 
media researcher at some point in 


time. 


Hamm Dethroned 
Kaiser foil jumped into the top 
position in the American Research 


Bureau’s March tally of _best- 
liked television commercials, edging 
Hamm’s beer back into the runner- 
up spot—the first time in 10 con- 
secutive months that Hamm’s has not 
led the survey. In third place was 
General Electric, making its first ap- 
pearance among the top three since 
the ARB survey began. 

Three commercials that made their 
debut on the list this. time were 
Doublemint gum, in 12th place; 
Brylereem, in the 20th slot, and 
Beechnut baby food in the 22nd posi- 
tion. Commercials which returned to 
the survey after long absences were 
Coca-Cola, last listed in September; 
Snowdrift, missing from the poll 
since November, and Scotties, which 
has not appeared since April °58. 

Three long-term favorites failed to 
make the March roster. They were 
Maypo, after five straight months as 
a contender, and Chevrolet and 
Wrigley’s gum, both of which had 
been mentioned for the past four 
months. 

Commercials that advanced their 
rank from the last tally—besides 
Kaiser, which went from ninth to the 
head of the class, and GE, climbing 
from 17th to the show position—in- 
cluded L&M, rising from 20th to 
fourth; Dial soap, coming up from 
llth to fifth; Seven-Up, advancing 
from 11th to sixth; Ford, progressing 
from 15th to seventh; Post cereals, 
going up a notch into 10th place, and 
Ivory soap, gaining two positions to 
rank 15th. Of the 23 commercials 
listed in the last ARB survey, 15 
came back to place on the March 
listing. 

The monthly best-liked tv-com- 
mercial survey is based on ARB’s 
Tv National Report. Results were 
tabulated from diaries placed dur- 
ing the week of March 1-7, in which 
each diarykeeper noted his favorite 
commercial for the survey week. As 
always, these listings do not attempt 
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Best-Liked Ty Commercials 

Based on ARB’s National Diary Sample, 
March 1-7, 1960 

Rank Commercial and Agency 
Kaiser—Young & Rubicam 
Hamm—Campbell-Mithun 
General Electric—Young & Rubicam 
L&M—Dancer-Fitzgerald-Sample 
Dial—Foote, Cone & Belding 
Seven-Up—J. Walter Thompson 
Burgermeister—BBDO 
Ford—J. Walter Thompson 
Piel—Young & Rubicam 

. Post—Benton & Bowles 

. Kellogg—Leo Burnett 

. Dodge—Grant 
2. Doublemint—Meyerhoff 

. Snowdrift—Fitzgerald 

Ivory—Compton 

. Johnson’s baby powder—Young & 

Rubicam 

. Mr. Clean—Tatham-Laird 

. Kraft—J. Walter Thompson 

. Scotties—J. Walter Thompson 

. Brylcreem—Kenyon & Eckhardt 
21. Coca-Cola—McCann-Erickson 
22. Beechnut—Young & Rubicam 


NNNAMP ONE 


measure audience size or effective- 
ness, but indicate only a preference 
for the commercial. 


NBC’s Daytime Push 

Three separate research studies 
highlighting the effectiveness of day- 
time network television have been dis- 
tributed by NBC to more than 600 
marketing and research directors of 
clients and advertising agencies. In 
essence, each study is concerned with 
brand awareness. 

Daytime Figures, for instance, 
documents the power of the medium 





Harold Fair (l.), vice president of 
Bozell & Jacobs, tries his hand at the 
wow-tv Omaha telequiz which was 
part of a special presentation made 
to eastern agencies by Fred Ebener 
(r.), sales manager of the station. 
Points made by Mr. Ebener included: 
the Omaha television market now in- 
cludes 48 counties in Nebraska, Iowa 
and Missouri. Omaha has replaced 
Chicago as the nation’s leader in 
meat packing and livestock market- 
ing. It is the second largest food- 
processing center, producing more 
than $1 billion annually. 


for a cross-section of advertisers in a 
variety of product fields. This study, 
conducted for NBC by Advertest, 
notes than an advertiser on the aver- 
age NBC weekday program reaches 
over three million housewives, “the 
purchasing agents for families whose 
incomes total more than $15 billion.” 
But the survey goes beyond rating 
and audience research in an attempt 
to determine the sales effectiveness of 
NBC daytime television. 

Using a “before and after” tech- 
nique, Advertest found that house- 
wives’ brand knowledge, brand pref- 
erence and brand purchasing rise 
sharply as a result of tv advertising. 
Nine case histories are outlined which 
cover new as well as established 
products. 

Selling Hardgoods, conducted by 
R. H. Bruskin Associates, relates the 
effectiveness of daytime tv in the ap- 
pliance fields. This study was done in 
cooperation with Frigidaire and its 
agency, Dancer - Fitzgerald - Sample, 
viewers had 
heightened interest in the appliances 
advertised, more awareness and 
knowledge of the advertised slogans, 
better knowledge of the line of prod- 


Inc. Its conclusions: 


ucts manufactured, and a more fa- 
vorable corporate image than non- 
viewers. 

Daytime Rendezvous, also con- 
ducted by R. H. Bruskin Associates, 
measures the effectiveness of daytime 
tv in promoting cosmetics. This sur- 
vey, done in cooperation with Chese- 
brough-Pond’s and J. Walter Thomp- 
son, shows how that client improved 
awareness and knowledge of its prod- 
ucts through NBC daytime program- 
ming. 

Probably the most significant item 
in this study is the fact that more 
viewers use the sponsor’s products 
than do non-viewers. Specifically, 31 
per cent of the viewers were found to 
use Pond’s cold cream, as compared 
to only 22 per cent of the non-viewers 
—a 4]-per-cent advantage. 

NBC, in releasing these studies, 
points out how daytime network tele- 
vision has been expanding—for the 
full year 1956, billings totaled $129 
million in gross time, a figure that 
was exceeded in less than nine months 
in 1959. 











: | In the picture 


t, 
r- 5 Richard C. Coblens (1.) and Richard Neely (r.) have 
S ; 4 , ' been elected vice presidents of Batten, Barton, Durstine & Osborn. 
e Mr. Coblens, who joined the agency as a messenger 33 years ago 
se and was made an assistant account executive the following year 
" oe | and an account executive in 1932, is account group head in New 
F4 ~~ 7 * , York for the California Oil Co. Mr. Neely joined the BBDO 
ot — - - San Francisco office last January as copy group supervisor for 
of al Standard Oil of California. He had been copy director in the 
a San Francisco office of Young & Rubicam for 16 years. Mr. Cob- 

h- lens resides in Middletown, N.J., Mr. Neely in Mill Valley, Calif. 
e- : 
f- 
se Bruce Allen (1.), Paul Benson (c.) and 
g. Robert Young (r.), account supervisors at Ben- 
+h ton & Bowles, Inc., have been elected vice presi- 
~d dents of the agency. Mr. Allen joined B&B in 1954 

after serving with Zonite Products and Kenyon & 
Dy Eckhardt. Mr. Benson, formerly with Mutual 
nal Broadcasting and Young & Rubicam, has been with 
p B&B for nine years. Mr. Young came to Benton 
= & Bowles in 1956 as an account executive after 
ts stints with Cowles Magazines and Street & Smith. 
le, 
ad Payson Hall (1), director of radio-tv for the Meredith Pub- 
es , ' Be og lishing Co., has been named president of the newly formed 
a ? Meredith Broadcasting Co., while Frank P. Fogarty (r.), vice 
r / : ie president and general manager of wow Omaha, as the newly 
a , 


elected executive vice president of Meredith Broadcasting, will be- 
come its principal operating executive. The new corporation, 


whose general offices will be in Omaha, is responsible directly or 


through its subsidiaries for the operation of WOW-TV-AM, KCMO- 


= Tv-AM Kansas City, WHEN-TV-AM Syracuse, KPHO-TV-AM Phoenix 
= and KRMG Radio Tulsa. Fred Bohen is board chairman. 

ne 

. Alan D. Courtney has been promoted to the newly created position of vice president, 

7 program administration, NBC Television network, in which post he will be responsible for 

7 administration of the program department, including daytime, nighttime and special pro- 


grams. Vice president, nighttime programs, since April of last year, Mr. Courtney joined 
od. NBC in Los Angeles in March 1947. He transferred to the station-relations department in 
New York in October 1952. He was named. sales and programming administrator for 
NBC-TV’s Today, Home and Tonight programs in May 1955, later becoming administra- 


= tor for the network’s participating programs. He was appointed executive producer of 

7 The Steve Allen Show in July ’56 and director of nighttime programs in September 1957. 

a Before joining NBC he was general manager of Metropolitan Theatres in Los Angeles. 

. E | Walter MeNiff, western division director, has been elected vice president of the Tele- 

on | vision Bureau of Advertising, it has been announced by Norman E. Cash, TvB president. 
Mr. McNiff has been with the organization since April of 1957, when he opened the first 

; branch office for the bureau in San Francisco. Prior to joining TvB he was regional man- 

- ager and account supervisor for Kenyon & Eckhardt, Inc., in San Francisco for two 

7 , “7 ~~——syears. ‘Between 1951 and 1955 Mr. McNiff served as an account supervisor at Batten, Bar- 

the 4 7 ; ton, Durstine & Osborn in San Francisco and previously he was associated with Foote, Cone 

7 _. _ & Belding and Compton Advertising in New York. A graduate of Amherst College, Mr. 


re _ MeNiff is director of the San Francisco Advvertising Club and director of the Advertising 
“7 Association of the West. During World War II he was a Navy lieutenant. 
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WAKE UP! 


Open your eyes to the facts about the 
Rochester, Minnesota Market. 


Rochester, Minnesota is the fastest | 


growing metropolitan market in Min- 


nesota with a consumer spendable in- | 


come of $886 million. 


You can reach this market with KROC- 


TV that delivers 70% sign-on to sign- | 


off share of audience. 


Join the wide-awake, alert advertis- 
ers who are using KROC-TV. 


The Meeker fellows will give you all 
the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden 
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Deferred payola: In Tucson a 14- 
year-old junior high-school student 
walked into an appliance store and 
asked the owner if he could rummage 
through some old television 
stacked at the rear of the store. The 
owner shrugged a kind of so-what- 


sets 


have-I-got-to-lose shrug and gave his 
permission to the curious lad. 

Within a short time the boy ex- 
citedly called the owner and showed 
him some $50 in cash and $300 in 
checks stuffed inside the sets. The 
checks were made out to the appli- 
ance company, but the owner was un- 
able to explain how they were mis- 
placed. 

Oh, those pay-tv fellows, they'll stop 
at nothing! 

* * * 
The acid test: This is a true, cross- 


our-heart Madison Avenue “over- 
heard.” 

First fellow asked the second fel- 
low, “Do you know Murray (full 
name omitted to protect the guilty)?” 

“Know him?” the second fellow 
shot back. “I despise him.” 


* * * 


Our lode for the day: Our Girl 
Friday made the following observa- 
tion one day—obviously a Monday: 

“Tt’s all very well that the walls of 
Benton & Bowles are solid metal, but 
don’t they run into trouble when their 
account executives, buyers and tv pro- 
ducers turn on their magnetic per- 
sonalities?” 

Can she have an answer from B&B 
top brass? 

* * * 


All of us in television are up to our 
antenna ears with the views of ex- 
perts, lay and professional, on the im- 
pact of mass media, especially tele- 
vision, on the youth of the nation. Re- 
cently, however, we attended a con- 
ference of the Child Study Associa- 
tion of America and heard some un- 
usually common-sense opinions ex- 
pressed by educators, psychologists, 
sociologists and several other gists. 

A lady proféssor, for instance, com- 
mented that through television “the 


average sub-teen child experiences the 
best and worst of our world, and we 
can only hope that he is in favor of 
letting the world go on.” 

Another educator took the view 
that mass media have a strong influ- 
ence on adolescents but not a unique 
one. “It (media material) is made of 
the same stuff as common life, and 
what is wrong with common life will 
be wrong with it. Any critique of the 
media must be a critique of culture 
itself.” 

A psychologist ventured the opin- 
ion that “behavior patterns come from 
a complex of other sources and the 
influence of television is incidental 
and superficial. The heavy user of 
television,” this doctor continued, 
“has more problems with his parents 
and peers, but these problems devel- 
oped before the media habit began.” 

But our favorite comment—and the 
one that makes the most sense—came 
from a lady of the Child Study Asso- 
ciation named Josette Frank, who 
sure was. “We often blame television, 
movies and comics for our own short- 
comings as parents, This may account 
for parental emotion whenever mass 
media are discussed.” 

Then, specifically referring to tele- 
vision, she went on to say, “We must 
learn to use the newest of these media 
as we have learned to use books.” 
And then this lovely Frank lady 
closed with a remark that can very 
well become the constructive for-par- 
ents-only slogan for the industry in 
this decade: “Dont turn off the tele- 
vision set; learn to help the children 
to turn the dial.” 


* * *% 


You’re heard the Madison Avenue 
definition—death: 
telling you to slow down. Here are 


nature’s way of 
some TV AGE contributions to same: 
Nature: an advertiser’s way of tell- 
ing you don’t have much time. 
Spot-carrier: my three-year-old 
with measles. 
Transmitter: my three-year-old. 
Timebuyer: an English major who 
lost his nerve. 





a 
” Peter DeMet Production. 


THE NATIONAL FOOTBALL LEAGUE PRESENTS 


‘fold almost everywhere, but if yours is one 
« ff the few markets still open, don’t lose out! 


: fhere’s still time to score big with audiences 
d sponsors... still time from now to August 


_ 8th, so act now! Get full details today. 
Ww 


Ne or wire collect: Mel Schlank, President, World-Wide Television Sales Corp., 41 E. 42nd St., N. Y., N. Y.: MUrray Hill 7-3180 


Vw 





TEXAS’ LOE SPOT NARKET 


BEAUMONT 
PORT ARTHUR 
ORANGE 


KFDM-I\ 


DELIVERS 
MORE HOMES 
HIGHER RATINGS 


GREATER SHARE 
OF AUDIENCE 


sea. \¥ 
[| OF GOOD |) 
\Practice/} 


CHANNEL 6 


Beaumont Port Arthur Orang 
D. A. Cannan, President 


C. B. Locke, Executive Vice President & 
General Manager 


f>\ Mott Johnson, Sales & Operations Manager 


¢ “i Ay Peters-Griffin- Woodward, Inc. 
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